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pisappointed patrons of the old- 
time bar, confronted with the new 
regulations regarding the consump 
tion of liquor, will rally to the ban- 
ners of the speakeasy which offers 
the privilege of drinking with one 
foot on the rail. 


- .. * 


Continental Can, speaking elo- 
quently in behalf of its customers, 
asserts that fruit is freshest when 
it comes out of a can. The only ef- 
fective rebuttal may be offered by 
the orange and banana industries. 


a 7 


The newest campaign for canned 
goods will find a lot of enthusiastic 
support from young wives who have 
been doing all their cooking with 
can-openers. 


7 #2 


A motor-driven carriage is the 
latest contribution of Burroughs to 
the tired typist. The fatigue prob- 
lem would be permanently solved if 
a daily glass of Coca-Cola went with 
each machine. 


7, wv? 


The Cudahy Packing Company 
tells Speaker Rainey and other in- 
terested listeners that the packers 
are supporting the recovery pro- 
gram. Even those who have noth- 
ing to do with Old Dutch have come 
clean. 

7 Yd v 
Se ee 

‘healthfulness of his product by 
having a professional athlete live on 
it exclusively for a month. Now 
he'll be besieged with offers from 
other customers to make the same 
test without charge. 


7" 


Henry Ford, his dealers assert, is 
too modest in describing his car. 
Maybe he is satisfied to let Mr. 
Chrysler tell his story—look at all 
three. 


vgv¥$eegy 


Government officials are urging 
consumers to buy on specifications. 
The appeal to spend her leisure 
studying technical data sheets in- 
stead of playing bridge or attending 
the movies will appeal to every mod- 
érn gal. Or don’t you think so? 


. 2 


General Electric’s press release on 
Owen D. Young’s recent talk re- 
ferred to “setting-room” in three 
different places. This is the spot, 
Maybe, where the old mountaineer 
Used to “set and think, and some- 
times just set.” 


A 


General Motors was the largest 
Magazine advertiser in 1933, ADVER 
MsING Ace reveals, with General 


Foods third and General Electric 
Well up. These generals seem deter- 
Mined to justify their stars. 

. @ F 


Fifteen-cent cigarettes are back, 
and everybody is happy. The odd 
“ents will mean a lot more to the 
Stockholders than they did to the 


©onsumers, 
v , FF 
ween! spent for advertising in 
2 


$4,000,000 which it was found 


Was left over from 1932. 


I i 
Was m f this 


; agic, a lot of other advertis- 

ig managers would like to learn 
e@ Secret. 
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Thier new Copeland bill, it seems, is 

whe actory to Professor Tugwell, 

thete the Tugwell bill was unsatis- 

pad to everybody else. Ain’t it 

hot to be appreciated, professor? 
Copy Cus. 


PRICE APPEAL 
NOT YET DEAD, 
RETAILERS TOLD 


Setting of U.S. Standards 
for Merchandise Decried 


New York, Jan. 18.—Discussion of 
changes in retail operations being 
brought about by the NRA and the 
sales tax situation subtracted from 
the time usually devoted to compar- 
ing notes on sales promotion at the 
convention this week of the National 
Retail Dry Goods Association. 

P. A. O’Connell, president, E. T. 
Slattery Company, Boston, spoke en- 
thusiastically of the retail code but 
expressed regret that the NRA had 
not yet completed the ruling on loss- 
leader selling, which he _ believes 
should require that prices of such 
leaders be high enough to allow 
something for the cost of handling in 
addition to the bare invoice cost. 

It would be unfortunate, he said, 
if any of the measures now proposed 
to congress for testing of merchan- 
dise by government agencies should 
be enacted. 

“Nevertheless,” he continued, “the 
wise merchant and manufacturer 
would do well in carrying forward 
with ‘the Mea of testing his own mer- 
chandise. The time is coming when 
the advertising of a reliable retail 
store will be as clean cut and accur- 
ate in its statements as a scientific 
report. When that time comes, we 
will no longer worry about the high 
cost of advertising.” 


Price Appeal to Remain 


It was indicated at sessions on 
sales promotion that the price appeal 
is not going to disappear from retail 
advertising. 

“We have all been more or less 
guilty in theorizing about the ulti- 
mate disappearance of the price ap- 
peal,” said Harry F. Twomey, sales 
manager, Jordan Marsh Company, 
Boston. 

“We are apt to forget that price 
has been one of the dominant appeals 
since retailing began. There is to- 
day sound reason why the price fac- 
tor will continue. Great numbers of 
people have reached the end of their 
rope during the past four years. 
Until this great group is completely 
rehabilitated price is going to be 
vitally important. 

“Despite my definitely held opin- 
ion about the price factor, I believe 
that the most important promotional 
task ahead for stores everywhere 
during this period of recovery is the 
increased presentation of new ideas 
—of stressing fashion as never be- 
fore. Technical advertising presen- 
tation will continue its long and tra- 
ditional evolutionary change. Re- 
covery will touch it here and there, 
but only in providing current themes. 

“What will happen to truth in 
advertising? Advertising has never 
been as bad as it has been painted, 
a fact that is now coming out in the 
open. A score of other operations 
in the conduct of business might be 
subject to greater condemnation 
than advertising, except that their 
processes are hidden and not made 
non-erasable in the public prints.” 


Saturday Still Big Day 
S. A. Weissenburger, sales promo- 
tion manager, Halle Bros., Cleveland, 
said today’s conditions suggest trans- 
ferring emphasis on retailing opera- 
(Continued on Page 19) 


RETURNS TO MARKET 


—_ permmenent’) remneed Veer 
her De Monte Orthetlut Cafes on tue shelves, or ona 


” er hens Gael 8 up of clin 20 amt 


@¢ ee 2 2 6 THE MODERN COFFEE FOR MODERN TASTES + # ee ee ee 


Large space newspaper copy for 

Del Monte coffee now appearing 

in the six western states where the 

product could not previously be 

sold because of a trade mark dis- 

pute, which was amicably settled 
recently. 


0. CONTEST IS 
BASIS FOR SUIT 
UNDER OIL CODE 


U.S. Seeks to Prevent Ad- 
vertising of Prizes 


Washington, D. C., Jan. 16.—The 
federal government today filed suit 
in the District of Columbia supreme 
court against Standard Oil Company 
of New Jersey, charging the company 
with violating the provisions of the 
oil code and seeking an injunction 
to restrain the company from fur- 
ther advertising its prize contest 
which centers around Babe Ruth 
and his baseball club for youngsters. 


(Continued on Page 17) 


Tea Packers to Join 


Hands in 


Effort to 


Win Men to Beverage 


New York, Jan. 18.—The expanded 
advertising and promotion program 
announced this week by the India 
Tea Bureau will encourage individ- 
ual packers to launch intensive 
drives characterized by cooperative 
feeling. 

The approximately 200 tea packers 
who are members of the bureau and 
who are permitted to use the map of 
India trade-mark will be guided and 
aided in the choice and development 
of copy themes by the staff of the 
bureau, and have indicated a willing- 
ness to cooperate in order that the 
full force of every dollar be utilized 
in reaching common objectives. 

The principal objective is to con- 
vert men to tea drinking. The only 
newspaper idea advertising planned 
by the bureau will have this pur- 
pose, and the theme will be followed 
up by a number of the large member 
packers. The disagreeable fact that 
American men are inclined to look 
upon tea as a sissy beverage will be 
faced squarely by the packers for the 
first time. 

The importance of leveling this 
stumbling block to increased sales 
has also been recognized by non- 


member packers, “several “of whom} 


have already indicated their willing- 
ness to help. Among them is the 
Seeman Brothers Company, who on 
Jan. 13 placed one of the first pieces 
of new-style copy in New York news- 
papers through Hommann, Tarcher 
& Sheldon, Inc. It featured a state- 
ment from Chas. E. (Doc) Barrett, 
trainer of the Columbia football 
team, who commented on the value 
of tea in the training diet. 


Industry Playing Ball 

Further evidence of the team spirit 
displayed by all packers is that no 
skirmishes have developed between 
the packers of green tea, Japan and 
China, and the packers of black tea, 
India and Ceylon, as a result of re- 
cent fluctuations in international 
exchange, which have increased the 
price of black teas on the American 
market. 

The price situation not only bene- 


Last Minute News Flashes 


Forrest Webster 


Wins Promotion 


Milwaukee, Wis., Jan. 19.—Forrest U. Webster, advertising manager of 
Cutler-Hammer, Inc., Milwaukee, for the past seven years, has been named 


manager of merchandising sales for that organization. 


In his new capacity, 


Mr. Webster will have charge of all sales to jobbers and dealers, and will 
also continue to exercise supervision over advertising. 
Mr. Webster is the immediate past president of National Industrial] 


Advertisers Association. 


Louis Frohman to Join Frank Presbrey 
New York, Jan. 19.—The New York office of Stewart, Hanford & Froh- 
man will close Feb. 1, and on that date Louis H. Frohman, vice-president, 


will leave the organization to join Frank Presbrey Company. 


Accounts 


formerly handled by Mr. Frohman in the New York office will then be 
placed through Frank Presbrey Company. 

The change in no way affects the personnel or accounts handled by the 
Rochester office of Stewart, Hanford & Frohman. 


George Gershwin on Air for Feenamint 
New York, Jan. 19.—George Gershwin will direct and participate in a 
twice-weekly 15-minute evening propram over the NBC blue network start- 
ing Feb. 19 sponsored by Health Products Corporation, Newark, N. J., and 


advertising Feenamint. 


The program will also feature a 25-piece orchestra. Wm. Esty & Co. 


are in charge. 


fits green tea packers, who buy their 
tea with yen, but affords a lesser ad- 
vantage to the larger, advertising, 
black tea packers, like Lipton’s, 
whose price increases necessitated 
by the higher dollar price of the 
pound are comparatively much 
smaller than the increases which are 


VICTORIOUS COLUMBIA 
FOOTBALL TEAM TRAINS 
ON WHITE ROSE TEA 


For clear heads, pep and vigor, trainer insists 
on New York’s favorite beverage 


| For a satisfying, athletic training. 
stimulating bever 


age without bed appetites and 

after-effects, I'm well-being of his charges. You can 
a great believer count é ch for you. 
in tea,”’ De 
== Charles E. 

“Doc” Barrett Barrett, trainer White Rose Tea daily. East Side. 
and dietician of the Columbia foot- West Side— all around the town 


profession eihyusestchanvend tasted! 
AAA EN ONAN RARE RCT SETI 


A single shot in New York news- 
papers Jan. 13 revealed the thought 
of the tea-packing industry that 
Americans must be taught to re- 
gard tea as a he-man's beverage. 


being made on the cheaper, non-ad- 
vertised brands. 

The backbone of the $100,000 
spring campaign planned by the In- 
dia Tea Bureau, to start late this 
month, will be newspapers, accord- 
ing to the agency, Paris & Peart. 
With the addition of 100 newspa- 
pers, the former list of metropolitan 
and major market dailies will be 
more than doubled. 

The magazine schedule now being 
made up so far includes Christian 
Herald, Saturday Evening Post, Good 
Housekeeping and Ladies’ Home 
Journal, copy being slated for March 
issues. 

Institutional and trade advertising 
and cooking school promotion will 
round out the program. The trade 
campaign will give preference to ho- 
tel and restaurant publications and 
will stress the profit motive in serv- 
ing tea, as well as methods of prepa- 
ration. 


Will Sell Trade Mark 


The bulk of the newspaper copy 
will continue to merchandise the bu- 
reau’s trade-mark with small weekly 
insertions. Larger copy will be used 
in connection with cooking schools 
and occasionally to develop the point 
that tea is an ideal beverage for red- 
blooded men. Some of the latter 
copy wiil draw material from Arctic 
expeditions. 

The Seeman Brothers testimonial 
advertisement was a single shot, but 
it made an impression which will be 
taken into consideration later. Until 
the end of February the company 
will continue its “Strange Facts 
About Tea” campaign in newspapers, 
which presents indirect arguments 
for quality combined with a heavy 
sugar coating of interesting facts so 


as to simulate an illustrated editorial 
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feature. Results have been satisfac-| all outlets in a market so that the CANNERS' COPY IN EDITORIAL STYLE 
tory and the style will doubtless be| deal can be advertised is compen- UNION FUND FOR | 


sated for by making new regular con- 
sumers of tea, according to the 
agency, Frank Presbrey Company. 
The deals have moved off the deal- 
ers’ shelves with lightning-like rap- 
idity following a page newspaper an- 
nouncement. Smaller units of space 
are usually used later to mop up po- 


continued with changes in the copy. 

Enthusiasm for the cooperative at- 
titude of the industry was voiced at 
Batten, Barton, Durstine & Osborn, 
Inec., agency for the New York branch 
of the Salada Tea Company, which 
launched a newspaper campaign last 
week advocating a two-week test of 


tea for breakfast. The copy, averag-| tential demand and make sure that 
ing a weekly insertion of 300 lines, is} all the premium stock has been 
running in five New York news-| moved. 


papers and 14 papers in western | Lipton’s special campaigns do not 


Pennsylvania. |affect the regular advertising em- 
New Theme Tested bracing small weekly insertions in 
| 250 newspapers and the American 


The semi-cooperative theme was| Weekly 
thoroughly tested last fall together | 
with nine other basic themes and | 
won by a large margin. Space orders 


and merchandising the qual- 
ity of the product. 


have been issued for 10 weeks, put “American Agriculturist”’ 
the campaign slant is tentatively | Purchased by Gannett 
projected for the entire year. Text | To comely with. the tw that the 
stresses that there is no let-down 


Secretary of the Treasury may not 
hold a majority interest in any cor- 
poration or business, Henry Morgen- 
thau, Jr., has sold American Agricul- 
turist to a group composed of Frank 
KE. Gannett, Rochester, publisher of 
Gannett Newspapers; E. R. Eastman, 
jeditor of American Agriculturist; EB, 
|Curry Westherby, Ithaca, circulation 
manager; and H. E. Babcock, Ithaca, 
a leading contributor. 


after drinking tea for breakfast and 
that, while the most aristocratic bev- 
erage, it is the cheapest in the world, 
except water. 

The Salada agency said its ap- 
proval of semi-cooperative advertis- 
ing was based on the fact that such 
copy had demonstrated its selling ef- 
fectiveness. The same opinion was 
expressed by J. Walter Thompson pte a bert? 
Company, agency for Chase & San- | se basgrnes anc 9 
born’s tea, which recently concluded | : ; 
a major campaign in which illustra- | 
tions suggested to purposeful ladies 


will make 


Pitluk Heads 
San Antonio Club 


that they serve tea to men whose 
emotional reactions were unsatisfac-| Jack N. Pitluk, president of Pitluk 
tory. This client will resume large) Advertising Agency, San Antonio, 


scale advertising in the early spring, 
but the theme has not yet been de- 
cided. 

Thomas L. Lipton, Ine., will con- 
tribute to the market-widening oper- 
ations with special local drives de- 
signed to bring new or infrequent 
users of high-grade tea into posses- 
sion of a full pound at one time. This 
is accomplished by offering a tea pot 
as a premium with the pound pack- 
age, or by an offer of two half-pound 
packages at a reduced price. 

The work of lining up at one time 


was elected president of the San An- 
tonio Advertising Club at the lunch- 
eon meeting last Tuesday. 

Harry Martyn, district manager, 
Southwestern Bell Telephone Com- 
pany, was made vice-president and L. 
L. Swartzkopf, advertising manager, 
A. B. Frank Company, secretary. 


Galbo Joins Lefton 
Vincent J. Galbo, formerly with 
Frank Presbrey Company and Wm. 
H. Rankin Company, has joined the 
New York office of A. Paul Lefton 
Company. 


Nothing means more to you and you 
than your own immediate personal 
problems. PHYSICAL CULTURE is the 
only magazine which you can consult 
for authoritative advice on such mat- 


ters. This explains why more than a 


quarter of a million substantial families 


buy PHYSICAL CULTURE MAGAZINE 


every month without fail. It's their 


Personal Problem Magazine. 


+ 


| president, and mailed to 125 employ- 


ADVERTISING OF 
CIGARS OFFERED 


Would Give $50,000 An- 
nually for ‘Free Hand’’ 


Washington, D. C., Jan. 18.—The 
Cigarmakers’ International Union, 
an affiliate of the American Federa- 
tion of Labor, this week pledged it- 
self to contribute $50,000 annually 
toward a cooperative cigar advertis- 
ing fund in return for a promise not 
to oppose complete unionization of 
the manufacturing establishments. | 

At A. F. of L. headquarters here, | 
ADVERTISING AGE was told that “there | 
was nothing unusual about the of-| 
fer,” and high officials indicated that 
if the offer was accepted, other) 
unions in a similar position would | 
seek to popularize the products of | 
their labor through larger advertis- | 
ing campaigns. Printing and allied | 
crafts unions have shown consider- 
able interest in the idea, it was said. 


} 
$10,000 For 5,000 Members 


Should the cigarmakers’ propost | 
tion be accepted, the labor organiza- | 
tion pledges to contribute $10,000 of | 
the advertising fund when 5,000 new | 
members are enrolled. With each 
additional 5,000 members the union 
will contribute $10,000 more until a 
total of $50,000 a year is being con- 
tributed to help enlarge the market 
for cigars through advertising. 

The union, in conjunction with an 
advertising committee representing 
the manufacturers, would choose the 
advertising mediums. In addition, 
the labor group proposes to make 
free use of all its inter-union con- 
nections, including labor, press and 
radio, to promote the cause of cigar 
smoking. It is likewise suggested 
that all labar disputes would be ar- 
bitratede7"™ 

The advertising offer was made in 
a letter signed by I. M. Ornburn, 


ers representing 90 per cent of the 
industry’s production. 

“T have believed in cooperation 
and I have believed in advertising,” 
Mr. Ornburn said. “Here we offer 
a most practical method of achiev- 
ing both.” | 


Will Reach 20,000,000 


One portion of Mr. Ornburn’s let- 
ter points out that while $50,000 is 
not a large sum, “it can command 
advertising which ordinarily would 
require an outlay of perhaps $250,- 
000. The union has access to 48 
state branches and over 31,000 local 
unions of the American, Federation 
of Labor, as well as 630 city central 
labor unions, reaching altogether 
about 5,000,000 members, who with 
their families, total perhaps 20,000,- 
000 people or more. In addition, the 
union will have free use of a number 
of radio broadcasting stations, and 
other facilities of advertising, such 
as the labor press.” 

The agreement, if entered into, 
will remain in effect for two years, 
after which it may be renewed or} 
discontinued, according to the wishes 
of the contracting parties. 

Pending further developments, 
NRA officials have refused to be 
quoted, but the offer is looked upon 
favorably and is seen “as a marker 
in controlling industrial peace and 
stimulating consumption through co- 
operation.” 


Scoff at Offer 


New York, Jan. 18.—Executives of 
cigar manufacturing companies 
looked lightly upon the _ proposal 
made this week by the Cigarmakers’ 
International Union, to establish an 
annual fund of up to $50,000 for a 
general advertising campaign to in- 
crease smoking of cigars. 

The manufacturers’ attitude was 
that the labor offer is very lopsided, 
in that it. would permit the unions 
to enroll members who would pay 
$50 a year while only $2 per member 
would be placed in the workers’ ad- 


small 
/mail, was enlarged to a tabloid Jan. 


Doing Right By 


Our Nell 


Rescued from the toils of 
her kitchen, Nel! achieves 
lovelier-than-ever meals 


By Susax Farrcuitp 


One of the advertisements in the new magazine campaign of 
National Canners Association, which will appear in editorial style. 
This copy is scheduled for March issues. 


vertising fund. Acceptance of the 
union’s offer would entail giving la- 
bor organizers unobstructed freedom 
in complete unionization of cigar fac. 
tories, it was pointed out. 

No official consideration was given 
the proposal earlier this week by the 
Tobacco Merchants Association, a 
national organization, which was not 
directly informed of the plan. In the 
case of individual cigar manufac. 
turers, the union had submitted the 
plan by letter. 


Namber of Dry 
Goods Stores 
Declines 14% 


Chicago, Jan. 18.—There are 14 
per cent fewer dry goods and de- 
partment stores in the United States 
than there were in 1929, according 
to a survey released by Buckley, De- 
ment & Co. 

At the end of 1929 there were 41,- 
631 dry goods and department stores 
in the country compared with 35,712 
Nov. 1, 1938. 

During the past four years 34,679 
concerns have discontinued opera- 
tions, while 28,970 new ones have 
started. The actual changes every 
year amount to approximately 40 
per cent, the study shows. 


Herske Promoted 


Arthur R. Herske, sales promotion 
manager tor American Radiator & 
Standard Sanitary Corporation the 
past three years, has been appointed 
vice-president and general sales man- 
ager for American Radiator Com- 
pany, New York. 


Jewish Daily Expands 


The New York Jewish Daily Bulle- 
tin, the week-day editions of which 
have heretofore been published in 
format and _ distributed by 


16 and placed on sale at newsstands 
in New York and adjacent points. 


Forbes Appoints Elworthy 


A. B. Elworthy has been appointed 
vice-president in charge of middle 
western advertising of Forbes, with 
offices in General Motors Building, 
Detroit, and Tribune Tower, Chicago. 


Albert Frizzell Dies 
Albert B. Frizzell, 43, co-publisher 
of the Minneapolis Star, died at his 
home in Minneapolis Jan. 17 after a 
year’s illness. 


CANNERS RESUME 


CO-OP CAMPAIGN) 


Chicago, Jan. 19.—The cooperativim 


advertising campaign of Nationl™ 


Canners Association, interrupted for 


over a year because of lack of funds 


will be resumed next month, it wail 


definitely revealed at the annual 
meeting of the association and nv 
merous affiliated groups which close 
here today. 

The campaign, which is under the 
direction of Fuller & Smith & Ross 
will run in five women’s magazines 
McCall's, Ladies’ Home _ Journ 


Good Housekeeping, Woman's Hom 5 


Companion, and Delineator. Copy wi 
be of the editorial type, pointing ou 
the merits of canned foods, and del\ 
ing into suggestions for menus. 
“Susan Fairchild,’ described 4 


“perhaps the most interesting an a 


important writer on food subjects 0 
the present day—an editor to whol 
millions of women look for informa 
tion and guidance,” signs the adver 
tising. 
Ask Separate Code 

The association, whose meetilt 

was originally scheduled to end yée 


terday, continued in session today \ © 


wind up details of its code and mar 
keting agreements, a subject whit! 
engrossed the canners all week. 

One resolution requested that ! 
separate code for the canning indu 
try be adopted, to be administere! 
by a code authority composed of ¢a? 
ners. The bulk of the canners’ 4 
cussion centered around marketilé 
agreements for the various crops Te? 
resented by members, with numero 
small groups getting together in 
effort to iron out the numerous prob 
lems involved. 

The Tugwell bill and the newe’ 
Copeland bill also received conside 
able attention. L. V. Burton, editor 
Food Industries, discussed the salle” 
features of both versions and ure 
the canners to study the newer ¥& 
sion carefully, as he believed it - 
an excellent chance of being enact® 
by the present congress. 


Start Ford Outdoor Drivé 


Ah 

Ford dealers in the five bra” 

territories handled by N. W. AY@ 

Son, Inc., will launch an outdo”, 

campaign late this month, most i 

the showings to be made 10 sme 
towns. 
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DECEMBER RADIO 
SALES UP; TOTAL 
FOR YEAR DROPS 


Standard Brands, Pepsodent 


Are Largest Users 


Chicago, Jan. 18.—Sales of radio 
etwork time in December showed a 
<ubstantial increase over sales in the 
came month of 1932, the monthly 
figures prepared by National Adver- 
tising Records disclose. The total 
time sales last month were $3,697,- 
283, compared with $3,005,683 in De- 
ember, 1932. 

While this indicates continuance of 
a trend evident during the past few 
months, the early months of 1933 
lagged far behind the previous year, 
with the result that sales of network 
time during 1933 totalled $31,516,298 
for the year, compared with $39,106,- 
776 in 1932, and $35,791,999 in 1931. 

Of the 1933 total, Columbia Broad- 
casting Company accounted for $10,- 
063.566, while National Broadcasting 
Company's share was $21,452,732. 

During 1933 seven of the 23 classi- 
fications of sponsored programs 
showed an increase in expenditures 
as compared with the previous year. 
These were automotive, up from 
$1,939,094 to $2,318,309; building ma- 
terials, up from $18,296 to $79,557; 
clothing and dry goods, up from 
$395,144 to $405,054; house furniture 
and furnishings, up from $255,672 to 
$400,796; lubricants and petroleum 
products, up from $2,303,331 to $3,- 
589,148; office equipment, up from 
$35,653 to $151,125; and radios, pho- 
nographs and musical instruments, 
up from $167,757 to $565,588. 


Cigarettes Slump Badly 
The largest loss was in the cigars, 
cigarettes and tobacco classification, 
which spent $6,245,223 in 1932 and 
only $2,909,632 in 1933. Foods and 
food beverages were down from 
$11,297,227 to $9,504,649, while drugs 


and toilet goods dropped from 
$8,526,268 to $7,985,187. 

During December a number of ac- 
counts which had previously been 


absent from the air, or had used lit- 
tle time, returned to prominent spots 
in the broadcasting picture. 

Standard Brands, Inc., with an ex- 
penditure of $162,366 during the 
month, was the largest buyer of time, 
closely followed by Pepsodent Com- 
pany, whose monthly total was 
boosted to $145,413 by the addition of 
its third program. 

These two companies also walked 
off with honors for the year. Stand- 
ard Brands was the largest 1933 
buyer of chain time with a total ex- 
Penditure of $1,778,250, with Pepso- 
dent following with $1,644,324. 

Other large users of chain time in 
1933 included: 


General Foods Third 


American Tobacco Company, $697,- 
178; Barbasol Company, $348,587; 
Bayer Company, $341,714;  Buick- 
Olds-Pontiae Sales Company, $531,- 
S24; Campana Corporation, $364,849; 
Chevrolet Motor Company, $306,357; 
Cities Service Company, $382,131; 
rer pon Palmolive-Peet Company, 

06,279; 


Corn Products Refining Company, 


99° 


8 b,0 ‘S; Ford dealers, $359,574; 
igi Foods Corporation, $1,037,- 
a General Mills, Inc., $796,687; 

Gulf Re ‘fining Company, $376,006; 


es Motor Car Company, $408,- 
*, Andrew Jergens Company, $368.- 

%80; Kellogg Company, $332,300; 
Lady Esther Company, $544,480; 


cigeett & Myers Tobacco Company, 
eile P. Lorillard Company, 
“’eooles Metropolitan Life Insur- 
‘vce Company, $442,807; Philco Ra- 
69: « Television Corporation, $463.,- 
Cor nag H. Phillips Chemical 
"Mpany, $372,342; 

Premier Pabst Sales Company, 
ey). Sinclair Refining Company, 
Pena Sun Oil Company, $463,670; 


ee $419,811; 
$488,771: 
‘NY. $619,519. 


Co Wander 
- = n Wm. Wrigley Jr. 
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“TASTES AS GOOD AS IT MAKES YOU FEEL” 


One of the unusual newspaper ad- 

vertisements used for Gunther's, 

Baltimore, to introduce its higher- 

test beer. Similar copy ran daily 

for three weeks. |. A. Goldman 
& Co. handle the account. 


USE COLOR ROTO 
FOR TRAVEL COPY 


New York, Jan. -Use of a dou- 
ble-page color ons in the rotogra- 
vure section of the New York Herald 
Tribune last Sunday inaugurated a 
three months campaign prepared by 
the Wales Advertising Company for 
the Bermuda Trade Development 
Board. 

This is said to be the first time 
any travel advertiser has employed 
color rotogravure on an_ extensive 
scale. The Bermuda Trade Develop- 
ment Board pioneered in the use of 
color travel advertising in 1922 

Effectiveness Shown 

That it has been effective is shown 
by the rise in visitors using the facil- 
ities of the firms sponsoring the 
color campaigns. In 1922, the num- 
ber of visitors annually stood at 
17,000. Now it is 75,000, according 
to an official of the agency. 

Bermuda will use the rotogravure 
sections of the New York Times and 
the New York Herald Tribune on a 
regular schedule during January, 
February and March. Continued em- 
ployment of the color medium in 
these and other newspapers will de- 
pend upon results of the initial cam- 
paign. 

Dollars Still Good 


The first copy of the new series 
appeared in a special Bermuda sec- 
tion in the Herald Tribune. A large 
part of the center spread was devoted 
to a painting by Adolph Treidler 
above an inviting caption, “put your- 
self in this picture.” 

Several Bermuda hotels, banks and 
stores ran copy on the back page of 
the special section. Reprints were 
sent to all the leading travel agencies 
of the country for distribution. 

Previous to the rotogravure adver- 
tising, the Wales agency ran a piece 
of copy for the Bermuda Trade De- 
velopment Board daily in New York. 
Philadelphia and Boston to correct a 
popular misconception about the pur- 
chasing power of the American dol- 
lar in the British colony where ster- 
ling is legal tender. Your $ buys 
full value in Bermuda,” the 112-line 
advertisement said. 


Sharp Increase in Business 


Since the appearance of the copy, 
bookings of Bermuda steamships and 
the islands’ hotels have sharply in- 


creased, according to the agency. 
Prior to it, travel agents had com- 
plained that prospective travelers 


imagined the dollar worth only 60 
cents in Bermuda, whereas American 
and Canadian currency is accepted 
there, and price comparisons with 
the American mainland showed up 
favorably for the island. 


7 ~ FOR SALE CHEN, 
— 


THE ROMANCE GROUP'S 


ISN'T LISTED IN THE STANDARD RATE ee 
AND DATA .. . THAT'S ONLY DISCOVERED 
WHEN KEYED COPY ADVERTISERS ARE 
CHECKING THE BOOKS THAT PRODUCE 
THE LOWEST COST PER SALE 


Coupons and requests for samples are not always an 
indication of the worth of your advertising audience. 
But when any given group of magazines consistently 
produce the lowest cost per inquiry and the lowest 
cost per sale, it is reasonable to assume that those pub- 
lications are uncommonly responsive. 


THE ROMANCE GROUP INCLUDES 


True Romances 2 ao Current Circulation 


True Experiences 317,000... Current Circulation 
Love and Romance. . 161,312.... Current Circulation 
Movie Mirror 300,000... .. Current Circulation 
Radio Mirror 2b 4.44 SAY eel oO Guaranteed 
Total . 1,337,593 

* 


AND REMEMBER — THERE'S NO DEALER INFLUENCE LIKE DE- 
MAND. THE ROMANCE GROUP CREATES IT. ... AT LOW COST 
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Consumers Have Faithin Advertising 


It is fashionable in some circles 
at present to assert that consumers 
have lost faith in advertising, and 
that advertising is therefore failing 
as a business and economic activity. 
Every-day experience demonstrates 
that this isn’t so, but in spite of 
facts which any first-hand observa- 
tion would reveal, attacks on the 
effectiveness of advertising continue. 

Just by way of indicating what 
consumers really think about adver- 
tising, here’s a report based on in- 
formation which the Curtis Publish- 
ing Company presented in exhibit 
form at the canners’ convention in 
Chicago this week. It deals with 
the results, in terms of sales, of 
showing displays of grocery prod- 
ucts along with reprints of the ad- 
vertising of those same products in 
magazines. 

This is a kind of point-of-purchase 
tie-up between advertising and retail 
selling which the Curtis company 
has been promoting successfully for 
some time, and it has been able to 
get actual figures on sales increases 
where the advertising display has 
accompanied the display of the 
goods. The increases in many cases 
have been almost startling, going as 
high as 400 per cent in certain in- 
stances, compared with the ordinary 
sales volume. 

Of course, this is convincing evi- 
dence that the consumer should 
have reminder displays at the point 
of sale, but the use of magazine 
copy, which identifies the product 
as having been advertised, gives the 
consumer an immediate opportunity 
to indicate whether she prefers ad- 


vertised or unadvertised products. 
The sales records of the leading 
chain stores show conclusively that 
she prefers the advertised goods, 
especially when she is given an 
opportunity to identify them in the 
stock of the store where she is ac- 
customed to buy. 

The obvious fact, demonstrated 
by these and hundreds of other 
practical observations, is that wo- 
men and other consumers regard 
advertising as a valuable source of 
buying information. They read ad- 
vertising not with the feeling that 
someone is trying to defraud them, 
but with the idea that they are being 
given a friendly tip on the good 
things that are available in the 
stores, and how to use them to the 
best advantage. 

Organizations which, like Con- 
sumers’ Research, are trading on the 
alleged unreliability of advertising 
and the necessity of using labora- 
tory methods of determining the 
quality of goods purchased at’ re- 
tail, overlook the fact that the house- 
wife has her own methods, of buy- 
ing, and that these methods employ 
advertising because advertising has 
proved itself to be a reliable guide 
to quality. 

Brand names which represent care- 
ful manufacture and high standards, 
as most advertised products do, have 
become the American consumer’s 
chief reliance in the selection of 
goods. Faith in advertising and in 
advertised brands is a demonstrated 
fact on which business can be most 
soundly based in 1934, as heretofore. 


Leading Advertisers of 1933 


ADVERTISING AGE had the privilege 
of presenting in its January 13 issue 
a tabulation of the expenditures of 
the 150 leading magazine advertisers 
of 1933, based on figures compiled by 
National Advertising Records. This 
tabulation was of interest to adver- 
tisers, agencies and publishers as in- 
dicating the activities of the manu- 
facturers who have made advertising 
a basic part of their sales programs. 
The names and the figures are well 
worth detailed study. 

This group of advertisers spent 
$77,473,000 in magazine advertising 
in 1932, and $69,704,000 in 1933, a 
decline of approximately 11 per cent. 
The magazine figures are of course 
only an indication of total expendi- 
tures, but they reveal a shrinkage 
which is no longer characteristic of 
the trend. 

The first half of 1933 showed a 
continuation of declines which had 
been in effect for a year and a half 


previously, but beginning with the 
latter half of last year increases 
were noted, and the record has pre- 
sented an upward curve ever since. 
The continuation of this trend for 
1934 seems to be assured, especially 
as it is definitely in line with the 
general business situation. 

The figures for automotive adver- 
tising, usually an excellent indicator 
of business sentiment, showed a sub- 
stantial loss compared with 1932, in 
spite of aggressive advertising in the 
latter part of the year, but 1934 will 
almost surely tell a different and a 
more encouraging story. 

ADVERTISING AGE is the only adver- 
tising publication which presents 
statistical information regarding ad- 
vertising volume and trends for all 
classes of mediums. We believe that 
this type of data is so significant 
that it can be regarded as news of 
the most important character for all 
of our readers. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 542. The National Market and 

Crowell Circulations. 

An extraordinarily complete and 
detailed report of the retail sales, 
purchasing power, and circulation of 
each of the Crowell publications in 
every county in the United States. 
One of the most interesting features 
is the estimated value of retail goods 
actually consumed in each county, a 
figure which frequently varies 
greatly from the census figures for 
retail sales. Another feature is a 
large size county map of the United 
States, colored to show counties of 
best, good, fair and poor market 
values. 


No. 544. Mouse-Trap Manufacturer 
Stages Come-Back. 


An interesting and entertaining 
story—with a moral—of a gentleman 
who “constructed a broad, paved and 
well-lighted highway to his door,” 
with a simple explanation of how 
he did it. Published by American 
Telephone & Telegraph Company. 


No. 523. Chicago's 
Circulation, 


An impressive brochure of extraor- 
dinary size analyzing the home cir- 
culation of Chicago newspapers. 
Maps and charts for each of the 
eight city and suburban areas sur- 
veyed are included. Published by 
Chicago Daily News. 


Largest Home 


No. 470. Why KSO Sells Goods in 
Des Moines. 


Valuable information about the 
selling job done by KSO, Des Moines, 
Ia.,.“lusty offspring of the Register 
and Tribune.” COfitains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with ra- 
dios, station preferences, etc. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


No. 487. Wings to Words. 


Published by Rapid Electrotype 
Company, Cincinnati, this book 
treating of the uses, purposes, and 
methods of making mats, electro- 
types, etc., is a worthy addition to 
the advertising man’s library. The 
book is interestingly written and is 
likewise a good example of fine book 
printing. 


No. 538. Without These People the 
Town Could Not Function. 


An unusually interesting and at- 
tractive report of a study of the type 
of readers of National Geographic 
Magazine in Montclair, N. J. Attrac- 
tively presented in pictorial form 
accompanied by brief explanations, 
the volume contains a great deal of 
information about the publication’s 
readers. It also contains a break- 
down of the percentage who bought 
automobiles, oil burners, etc., during 
the depression, and an analysis of 
subscribers’ reading habits. 


No. 539. Charts Showing Consumer 
Preference for Various Products. 


These charts, prepared by station 
WLW, Cincinnati, show consumer 
preferences for various types of ad- 
vertised merchandise, such as coffee, 
cigarettes, automobiles, etc. Because 
of their confidential nature, they are 
supplied upon request of major 
executives only. Only charts deal- 
ing with the inquirer’s own industry 
are supplied. 


—=S= _ 


LACK OF CURVES RUIN SALES CURVE 


GRASS) 


ERE 


a 


"Drat these mannish figures!" 


a 2 ae. 


Salat 


—Dry Goods Economist 


48-Sheet Poster Used 
by Standard Oil in 1929 


(Picture on Page 20) 

To the Editor: Far be it from me 
to have any desire to take the wind 
out of anyone’s sails. Nevertheless 
I am sure that you will be inter- 
ested to have pointed out to you a 
slight discrepancy which appears on 
the picture page of your Jan. 6 issue. 

The item to which I refer is the re- 
production of the “Zip” double poster 
displayed in Detroit by the Sunny 
Service Oil Company. The cut line 
states that this “is believed to be 
the first instance in which double 
billboards have been used to cover 
a city with a complete showing.” 

I attach a photograph of a duplex 
48-sheet poster which we used in the 
fall of 1929. We used this double 
poster throughout the state of Ohio 
—our marketing territory—for the 
purpose of securing dominance in 
connection with the launching of 
what was then a brand new product. 

‘Maybe this is just another one of 
those cases that proves that there is 
“nothing new under the sun.” 

LESLIE G. SMITH, 
Manager, Advertising Department, 
Standard Oil Company (Ohio), 
Cleveland. 
vvwegy¥ 


Recalls Use of Double 
Billboard by Brewery 


To the Editor: With reference to 
the Zip double billboard in Detroit, 
which was reproduced in a recent 
issue of ADVERTISING AGE, I remem- 
ber when the Sterling Ale 48-sheet 
posters, showing the brewery wagon 
and six-horse team, were the talk of 
New England. 

John Donnelly & Sons, who did the 
posting, I believe, may have an old 
photograph showing this display. 

C. T. MARTIN, 

Vice-president, Richardson-Plant, 

Ine., Cleveland, O. 


“ i v Vv v 
Electric Journal” 


Still in Pittsburgh 
To the Editor: Help! Help! SOS! 
That doggone good paper of yours 
is taken so seriously by everybody 
who reads it that here is another im- 
portant publication, the A. B.C. Bul- 
letin, announcing that the Electric 
Journal has moved from Pittsburgh 
to Rockefeller Plaza. 


Won't you please advise your reai ‘ 


ers that the advertising departmen 
only is here at Rockefeller Plaza 
while the Electric Journal itself i 
still being published at the same oli 
stand—530 Fernando St., Pittsburgh, 
Pa. 
GRANT ARMOR, 
Advertising Manager, 


Electric Journal, New York. a 
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Can We Take It? 


You’d Be Surprised! 


To the Editor: Yowsah! 

Here I am again with another clip 
ping and a bunch of excess wort] 
which have been jammed together il} 
my typewriter and struggling might} 
ily to release themselves. I jus 


NOTED CRITIC WAXES ENTHUSIASTIC 


‘¢ 


= Be 


‘ 


stuck this letterhead in the typ? 
writer to get rid of them. 

This clipping reads “NOTED 
CRITIC WAXES ENTHUSIASTIC § 

In the first place, this should rea! 
Noted Critic Waxes Chrysler, # 
then mention what kind of wax 
Woollcott uses. , 

In the second place, waxing show 
only be done in a shady spot, a 
not in the sun as Alex is doing. T!" 
is bad for the finish of the car. 

In the third place, or haven't }” 
read this far, he will never secur? * 
fine polish by using his hand. 
soft material, such as cheeseclotl * 


recommended. This will not !e" 
any fingerprints. fe 
Finally, it is obvious that 4© 


doesn’t enjoy this kind of work ° 
he’d shed his overcoat, roll uP bis 
sleeves, and turn out a good poll 
job. Everybody knows what 2 MD” 
job waxing is. 
Can you take it? 
RUSSELL W. MILLES 

Birdsboro Steel Foundry and M* 

chine Company, Birdsboro, Pa. 
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I CONTINENTAL 
PAMPAIGN TO 
AID CANNERS 


Chicago, Jan. 18.—Continental Can 
company, which secures the bulk of 
.. business from canners of food 
products, will help itself and its cus- 


O. C. Huffman 


Miomers by staging its own individual 


Mceampaign to increase consumption of 


Secanned foods. 


The company dramatized this an- 
nouncement during the convention 


od of the National Canners’ Association 
PMthis week by using full pages in the 


iaily newspapers to reveal its plans. 
ee | he 


“a advertising, which announced 

THthe March 10 issue of the Saturday 

mEvening Post as the opening gun in 

Hits campaign, set tongues a-wagging 

Mat the Stevens Hotel, where the con- 

vention was in progress. Full pages 

n color will be used by Continental 

in Good Housekeeping and other 
Meplagazines, 

™ The advertisement was couched in 


"terms which aroused the enthusiasm 


of the canners. “The really fresh 


PYvegetables are those that come in 


od! 


clip 
ords 
r i 
ight § 
just 


a 
gst 


. 


rks 
ied 


Scans,’ its copy said. ‘Vegetables 
Bihat are picked prematurely, ripened 
joff the vine, transported long dis- 
pstances and sold by the pound after 
pdays or weeks away from the soil, 
fare not fresh at all. They are wilted, 
a ‘stale-fresh.’ 
Signed by President 


' “As soon as a vegetable is picked, 
it starts to lose its flavor and food 
‘value. That’s why canned vegetables 
are hermetically sealed within one to 
sthree hours after they are picked.” 
) This advertising appeared over the 
ssignature of O. C. Huffman, presi- 
p dent of Continental Can. 
; In an explanatory statement, Mr. 
) Huffman pointed out that while the 
} public has accepted canned fruits, 
; meats, fish and other canned foods 
; With enthusiasm, it has manifested 
reluctance to accord the same sup- 
port to canned vegetables. It is this 
‘ituation which the company hopes 
to correct. 

Launching of the Continental cam- 
balgn to tell consumers the merits 
of food products packed in cans fol- 
‘Ws closely upon the campaign in- 
‘ugurated by this company recently 
‘0 Which attention was called to the 
Advantages of buying motor oil in 
refinery sealed cans. 

Riggs ! | sarton, Durstine & Osborn, 
aa? handles the Continental adver- 


Coal Dealers Appoint 


Jimm Daugherty, Inc. 


Rsk oal Exchange of St. Louis, an 
semper = of 110 coal dealers, has 
;. ‘ed Jimm Daugherty, Inc., St. 
'o handle its advertising. 

presen, WSPapers are being used 
oke in n the merits of coal and 
fuels “omparison with competitive 


OUIS, 


- Local 


Now a Corporation 


Assocj- 

Kansas ene Broadcasting Company, 

resentati ty, Mo., radio station rep- 
“‘Ive, has changed its name to 


ASSOC) < 
lated Broadcasting Corporation. 


New Bedford to Have 


Course in Advertising 


The retail division of the Board of 
Commerce, New Bedford, Mass., is 
giving an eight weeks’ course in prac- 
tical advertising, under the direction 
of Allen Dale Currier, director of the 
Swain school. 

Cooperating, the New Bedford 
Standard Times and the Mercury are 
offering prizes to those doing the best 
work. 


F sirchild Hes New Job 


Willard Fairchild, formerly art 
director of Fuller & Smith & Ross 
and Batten, Barton, Durstine & Os- 
born, has been named vice-president 
and art director of Kimball, Hubbard 
& Powel, Inc., New York. Mr. Fair- 
child is a well known writer and 
lecturer on illustration and layout. 


Ford’s Dealers 
Enter Service 


Station Field 


Detroit, Mich., Jan. 18.—At the 
suggestion of the Ford Motor Com- 
pany, its dealers throughout the 


country have begun the acquisition 
of filling stations for the dual pur- 
pose of adding to profits by the sale 
of gasoline and accessories, and of 
making contacts with car owners 
which will lead to more car sales. 
Though the plan is believed to 
have originated with the Ford Motor 
Company, the parent organization 
has no definite connection with its 
execution. 


Each dealer buys any ex: | 


isting stations which are available 
and makes his own contracts with 
oil companies. Each station thus 
acquired will carry the famous oval 
Ford sign in the script known from 
coast to coast. 

New stations will be established 
only as a last resort, the plan being 
to buy those now in business. A 
demonstrator car will be placed at 
each such station, and a customer 
bringing his own car, of any make, 
for lubrication, can borrow the 
demonstrator for a ride while the 
work is being done. Station sales- 
men will be educated to look for 
leads from such transactions. 

Otherwise, the stations will oper- 
ate in the usual way, providing gaso- 
line, oil or service for all makes of 
cars. The new idea is designated as 
the “neighborhood plan,” making for 


intensive cultivation of territory by 
each dealer. 

Under this plan, Ford will gain 
representation in communities which 
have not been large enough to sup- 
port a Ford dealer in the past. 


Gray in New Plant 


James Gray Inc., direct mail, and 
Gray Photo-Offset Corporation, photo- 
lithography, New York plants for- 
merly occupying separate quarters, 
have been combined at a new ad- 
dress, 216 East 45th St. 


Phillips Joins Agency 

George F. Phillips, recently with 
the advertising departments of Stand- 
ard Oil Company of California and 
General Petroleum Company, has 
joined the San Francisco staff of 
Beaumont & Hohman. 


everywhere in Canada and is re- 

spected wherever it goes. That 
magazine is Maclean’s—read by half-a- 
million Canadians and talked about from 
coast to coast. 


The high opinion of Maclean’s which 
Canada’s business leaders and public men 
express is shared by the substantial 
people of every Canadian community. 


-~ 


R. S. McLAUGHLIN 
President 
General Motors of Canada, Limited 


“TI have watched the development of Maclean’s 
Magazine with intense interest and, as a Canadian, 


I am proud that we have suc 
a high-grade publication.” 


HERE is one magazine that goes 


They like Maclean’s not only because it 
gives them outstanding articles and fic- 
tion but because it consistently maintains 


a distinctively Canadian 


point of view. 


If you have a product to sell in the 
Canadian market, Maclean’s is the most 
effective medium you can use. The results 
obtained by scores of national advertisers 
are a convincing demonstration of its in- 
fluence upon both dealers and consumers. 


Branches: Montreal, Chicago, New York 


Maclean’s—Canada’s National Magazine—Head Office, 481 University Avenue, Toronto 


Ve Or SER! Santon Grier Ren erate Me hee ee ge ee AR, ou pane RES gl EP as Si ae aig te Caged Paar hye tae NS Ser hat Se Gia aera ET Re” Slee weit 2 Seen” once CORR cena an ale OO aes Ba Oe a ay ey Ne iy een e tome one. Se WY hae Pe cates eM . a ae ee a a Ne Cee 
riot he < Cay ee Te pee aS F J : 7 + ' 4 “ . : oe isl hiss nach ealerege _ 7 ae ee shee al Bs Th a c ous i = 4 : E aso “ng 
ae hr a, : i "et : ; " ‘s : ; =A | > 0% WORE. Or) Sot 
: 7 ee a 
7 . 
ae CS 2 
~ 2 ~— SL # . 
“4 ’ | | a pL * 
——— _———_—— ee 7 | 
§ | PO | 
Po aa jhe roe 
eae | | a 
| ; = 
| ' ae a 
ee ye 
: : 
| 
' a ‘ 
cos 
he 
a = | 
x ‘ - ee 
a ee ake ve , aes nt mS . 
_ ar pa en 
+ aoc Se | : : 
| F. : Ea . 
. ; “a 3 " ? —_— lait eee Ee ee 
8 .. en ee ee 
| a? IER OER EPS TT ENE STE ERNIE A RET SEE 8 REC RARE OS MRT SA ee eee 
| oe Se: a AUP eihvs 
} ae ui es a I ye oo 
| oo ile 7 Ae a 
I y ? aes 7 ay F Papier ga ad 
2 fi é Bic es ec... 
; 4 ‘ Cee al “ me: 
— ae 54 meee 
| a ae er ee ha oe ee 
oe : SG sii 
eit s ; A ie gee: a i ei | se me se es sade peas 
ig : ae a Bre er pig fh? be ie ag Ss Aiea ers sane emanated, (eco .. Bs a Fans hee he ‘ 
ee —— One ea ee see. es Oe aie, Sie. Wi cai 
. & ae A, P 5 : ~ bh ? J fe oe = elections! Sag 
= a4 * Sagat, Y ‘~e sf Ms Pe ae tage eas — : = eae i ae) ae .- 
ee £ . ie oS ————— ies “a ae Nee ae 
+ q F ie — ~~ Se : nes Git eae Nat et 
yl e > ee 4 . ees. ee Femetaat ot Seat (ince ea’ 
r s esl as a aa , ’ BREAD. = ao ae i 
a ae Aaa "5 ees saan ek. Se b a. ee ee a 
—— a ee pees har gee EONS: ait <a ae een, 
: oe oe eater EAS, a ees sn a cs, sine hace goes 
. ae Me ; ie E a ¥ EET ae aie ee ry ° sis + 
” on ee Se 7 dj 7 A eee wee “Siar: occ tih. ee 
4 ae ‘ G me Su o met ee : a ian + 
ad > yee ; = J . SR ane . 
he me i 4 ‘ « ; ie iS sr ‘: i 
: Be Ge, a MT a Hes : a ‘ 2) ieee eS ae eye i 
4 ce. .% ; eS ‘ . op ane Ee Beat dag. se 
d eget i sae f. = 5 ical oe et: sp Sal 
ae | Fy te = a gt * yas ae Pe ee } th 
7 early Bg KR en ee = a ee ee ea ee 
\ aera ais = : . . ea *¥ gs. te Gees - Gree 7s 
b pets i 4 eT gee. eae nr. | 
ee yi ‘a “ i ee ee ee Con ee 
ee ae <2 r a ys; ee ae << 0 ie Se ees cea 
” . oe are eee 6 CON eae nt 
bo re cig, a / re es P 
’ ; = ’ ° Re ae eneeieareers s 
+ - , vs oa Epic e ee a oe ee pee 
Se ae —* eae 2 Pfs Cl 
as a Sa ‘ 5 aeiee | Sees Re a ape 2 
eae ie : P St Rae ace et etiam - te ny PA 
a Mag : a  - ee ee on vars 
— ; — 3 a : if ne ee ae 
ee 7 ¢ rs 4 : as ss = =e _ a Z 
> “4 Z x . > : a Dex : Ligon 
J ; oe we ee. | Rey elles aig _) lene 
Boe glk ow Ni ‘ # ‘ z q A . Seas ; Le igo he becead mig, + a ie ae a 
red ee ear P . . res me a ger T= ert ee 
Bi ash a 7 i. Bis” ean ae ly aE 
gee. 3) ie a, - 5 goer See ae ne ee, ee: wy ‘on Lae 
fei 7 ‘ ; aa sf Fale ' ar ie 2 wee 
— oe We Ba. ee ny in ; : re ee 
. ae ‘ i ts ao is oa es bide 5 : a 3 
t Ae eae a ie Pp) oe ee eo, ee 
Hee ay “i = Hn Sten en eS Et. 4 ME. he t 
ead hears Se er ee eee wee ee ™ 
‘ es ’ en lead deena ceo: sae = oe ea 
nen ; nergy tt Pee ae re BY is El Magee a NI i, 
seat aati er cc > ira is ees meee seas Saeaee aia NS ae 
ce lgin ae eo ae ae ey a, 2 Z ee ee ee . 8 3 aia 
aza | ee a tr, Pee sy Se AN tas oe oe” Side ae a ae 
7S a oar rae scenes: geri oe vata ee ee” ee a si . 
: ae be ig ae te ‘ nO dt ss a eg | eS ay. ke Aare, Urey ia - 
f is Bet gs ae ae ¢ eee ae eo a = we Sta 
ret es ae 4 Sty a 2) So eee Fie pore oe 
fees et. 38 Ge aps 3 Ree em Se . ps — 
old est Sateen tine Bete the i ae 
eh ee ee ee PN 
ie, fea a Ba iy ioe < : , ec ba Soe, fe ei eee a " nh? : 
ee oS pc ees ES Dag ae ite grt eee ~ Pi ae ts 
ie ane ; gear ts ce ‘ ee me Ae atsipinig: eat eee a : ites 2% 50 ama 
Rieti: Br j . i ota a a eo. hae oo ee Spee Ls, Nema Le 
oa eines ; POT Witte AES URE Nery a img 5 eal a as 
ete Wea: era : Se a Mh in 2 gd yl at  iy eaeN sha ° oh, ee 
Si SMe Siemens 2 2 ale BE SES aN tae... . bo gs isi j 
are a Me Epic Breet 4 . : ill CT cat ee aig tigg. Saleereceses = BR a Mlge 
' Maat ine te ed Feed ge 4, ms De « he? a ee Bee Pee ratios 
a ee ei 5 : iS ¢ cer? ae ST gainer: ‘ar 
k ee So See ee ae 2HOeh Sie emery es es 
F oe ee oS Oe pepe e te oa sins Nag, eS oS OS BS Sees 
: ae eo hs \ Syne DET cn lage Oe eo: Ca ae 
Li eee A gts aie ts ete 1S ee: ee pee a elle 
a ae eee ee UEC me ee, eee lt oa 
“3 cee bi Na Lee LS | Sa ee 5 amie 5 ES aca 
cory) Nal? aired 
ye 
pea ey 
i. am 3h 
Se 
, is 
ao 
ai Geta eek 
Cee ee 
pit 
i Rate Se 
Rei ig 
Oe a 
me 
hoa ’ 
H _ Soret —- 
' a ae 
; a: SOONG > Ca 
as as 
a © ie oe f 
' Ns Sea ia 
gees. 2 age 
2 * 
geet ST See 
' Frege BM es 
eg we, Sree 
appear Pt 
a | id aa at 
pt mee 
eee 
cs a 
co pla 
= a earth 
Bee eed se 
ete, ak 
ype seria ties Se: 
ner ese 
: Se ae 
IC 
reat 
al 
Mr 
i 
ou 
and : 
This H 
if 
you " 
re¢ 
\ 
h, > 
pave : 
=, 
ues , 
is 
: CT] 
yale 
a ee 
res 3 na 
ea ee 
4 Tee a Ne 
. RR ER - a ae ES; 
VOGELS Sai SNP EERE ARERR Ol PR ARTS RR MEAD NE NS ARETE OO I RR EEE CELI ACIS AERATED ORES ro Pe ae 
ee ee 
Bee Ssoess oa 
2 ; Bee oS aCe 
‘ bea yo ea ae 
Rs wid» Oe igeee 
Peaeaw ee 
: ; co ee a 
Pera cae? ; . geet 
ks We os! ee” 3 2 sees j 
me ae Ae ay Eo Mile ees ame at SS ups Sige an ee a eS ay Seen cod Hao Nay RE otc te ity ane ilar eo cami io) A an ee adie a ee Ee aisles Coa Sep See mas heh MieatP vm aey fil” ease eRe ee hoe aco ae a A rar Cee ee Oe einer Ory ie edokrant fp aa asi ei oe te ee SS SCR SNA Sa eee 
Pd Sate Mane ac ae eee cesT me Gira Ce Licata ete i Wh ME ae Sp Mies go tee a are eRe ae ga ey Wee Bn EO hy oS eS (Tie ee Mkt ee AEE Re Sy Ot aR og GR ho A Oe NOES CME tS ae hide dit ie. utes rey a Ae aA Ing eA eat ie Nate fe eres eh = Ske SE Ee se Ee Oy dai ae) a Fe ry at yh 
2 bn ae ee Peat se SOY eae Ree. St Sean ee Fee eT S ia ae on ge ee Se aH Soe oe the Bh Nec Sy Sn ere ve as ae a eee ee erage mis sm Tah Aah case ce Rea Wp ee gal Sule oa USES: Secs ncaean oi Pang tp ences pelt ges aaa aa ps a 
aR 7 7 mit = bitae : 4 ; en teas : see - yi : Se eee wh tes Se 20 fee tae y ‘ue a4 ee ke ere Sam ‘ 9 - ee F Ra 


6 


ADVERTISING AGE 


January 20, 19% ] 


REPEAL OF REED 
LAW CLEARS WAY 
FOR LIQUOR COPY 


New York, Jan. 18.—Advertisers 
of alcoholic beverages found reason 
this week to be more optimistic over 
future prospects, taking the repeal 
of the Reed amendment as an indica- 
tion that progress is being made in 
adjusting the liquor industry to a 
basis of more normal operations. 

With the removal of restrictions 
that have hampered circulation of 
liquor advertisements in dry areas, 
the next large problem is regarded as 
being the matter of import duties 
and quotas. When these are settled, 
it is expected that importers will be 
able to launch advertising campaigns 
which they have been forced to post- 
pone because of insufficient supply 
and landing regulations. 

Newspapers were able to discon- 
tinue their practice of replating 
pages containing liquor 
ments last Saturday. The chief 


advertise- | 


| 


ef- 


fect of this was elimination of both-| 


ersome detail in the newspaper 


“always to place the full facts about 


shops. 
liquor copy due to discontinuance of 
replating is not considered a means | 
of developing greater sales efficiency 
since there are no retail outlets in 
the dry regions where the advertis- 
ing first appeared this week. 


| 


Schenley States Principles | 


An important advertising develop- | 
ment of the past week was the use| 
of a full page on Schenley principles | 
and its platform in key cities of 20) 
wet states. The copy ran on the day | 
Grover A. Whalen assumed active 
chairmanship of the Schenley board. 

This advertisement is the only one 
of its kind contemplated by the firm 
just now. It may be followed up by 
regular selling copy. Incidentally, it 
is the second piece of copy run by the 
Schenley affiliated corporations. The | 
first was a double spread in some pa- 
pers and page in others devoted) 
chiefly to educational paragraphs op | 
various wines and liquors. 

Fittingly, the advertisement this 
week asked “What’s in a name?” 
While it had direct reference to the 
name of Schenley, it nevertheless 
implied the importance of the identi- 
fication of Mr. Whalen’s name with 
the distiller’s group. 

The copy appeared over Mr. Whal- 
en’s signature. 

“This will be our platform,” it said, 


The increase in circulation of | our 


ate. 


products squarely before the 
American people. Never to exagger- 
If anything, we will lean back- 
wards in our claims... . 

“We dedicate our sincerity and re- 
sources to continue to build a fine 
name for Schenley, for we propose to 
hold the name Schenley high on the 
honor roll of respected names in 
American industry.” 

In advertising circles, the tone of 
this copy produced references to 
somewhat similar institutional ad- 
vertising by National Distillers a few 
weeks after repeal. National Distil- 
lers pledged itself then to promote 
the temperate use of alcoholic bev- 
erages and wise employment of the 
American public’s new found liberty 
to drink. 


Censors Own Copy 


New York, Jan. 19.—-To prove its 
contention that all liquor advertis- 
ing should be censored by some ac- 
knowledged authority in the public 
interest, May International Corpora- 
tion used an advertisement in the 
World-Telegram today which was 
actually edited and approved by an 
independent laboratory before inser- 
tion. 

“To prove that it was perfectly 
feasible to do everything we had sug- 


“Business Is Better’ 
say lowa Merchants! 


CHEERFUL Iowa 
grocer rang up a sale. 
ister jingled merrily. Scarcely had 
the customer left the store when the 
grocer reached for the phone, called 
up his wife and said, “That’s the 
16th farmer who’s paid his bill to- 


His cash reg- 


day . .. guess you might as well : 


buy that new coat you’ve been want- 
And so the U. S. corn 
loans in Iowa began to flow. 


ing, Emma.” 


® Emma bought the coat. Her mer- 


chant paid $200 on a car he had seen 
advertised in The Des Moines Reg- 
The auto dealer 
bought himself a new suit of tweeds. 
His clothier went around the corner 
to purchase a radio-phonograph he 
had long admired. The music dealer 
plunked down cash for a refrigera- 
tor his wife coveted. 


ister and Tribune. 


© Promptly the refrigerator agent 
bought a new set of tires for his big 
The tire man capitulated to 
the oil furnace salesman who had 
long pursued him. Entranced by an 
advertisement in The Des Moines 
Register and Tribune, the furnace 
agent decided on a trip to Florida. 


sedan. 


® More than 35,000 corn loans, aver- 
aging nearly $700 each, had by mid- 


ing cycles. 


the winter. 


ati guess you might as well buy 1 


new coat you've been wanting.” 


January launched 35,000 such buy- 


Each seller became a 
buyer overnight. 
spent ten times. 
which money was circulating in 
Iowa became the news sensation of 
Iowa maintained its en- 
viable role as a business bright spot. 


Every dollar was 
The dizzy rate at 


® Iowa’s unusual business revival 


ilies*, 


*December paid 


occurs with its jingle of cash regis- 
ters, in a state densely covered by 
one newspaper, 
Register and Tribune, read by more 
than 200,000 of the most select fam- 
People who are sharing in 
the $100,000,000 
money that is being poured into Iowa 
to help oil the wheels of business. 


The Des Moines 


influx of federal 


circulation 248,000, 


i ee 
DES MOINES REGISTER and TRIBUNE 


238,331 Daily A. B.C. 211,038 Sunday 


SHOW DISPLAY WINS DEALERS' HEARTS 


Built for Nesco booth at the recent house furnishing show in Chicago, 
this display created so much interest among retailers of the com- 
wey Garden Girl Japanned Ware line that it was necessary to 


ild several units for retail display use in department stores and 
other important outlets. 


es 


gested in the way of censorship,” J. 
B. Keeney, media and market re- 
search manager for May explained, 
“we had the laboratories of Bendiner 
& Schlesinger, recognized as one of 
the largest and best in the United 
States, make a_ product analysis. 
While the product was being anal- 
yzed, Charles P. Engelbardt and 
prepared an advertisement in the 
orthodox manner. 

“We then took our original adver- 
tising copy, cuts and layout to the 
laboratory. There Dr. M. F. Schles- 
inger, president of the laborafory, 
and Dr. I. Schwartz, chief chemist 
who directed the analysis, actually 
edited the advertisement, making 
changes and suggestions. The copy 
which ran is perhaps the first of its 
kind ever edited by such outstanding 
men of science. 


-_ 


Gives Retail Price 


“What we suggested for a commit- 
tee of censorship, as reported some 
time ago in ADVERTISING AGE, Was 
thus done with dispatch and ease, 
without upsetting the routine of the 
laboratory or of this office.” 

The advertisement, which was for 
Three Rivers blended rye whisky, 
was also unusual in that the retail 
price—$1.50 a pint, and $2.85 a quart 
—was stated. According to Mr. Kee- 
ney, this is the first distributor ad- 
vertisement to quote an established 
retail price. 


Aussi Papers 
Discuss Radio 


And Censorship 


Melbourne, Australia, Nov. 17.— 
That problems facing newspapers 
in Australia are basically much the 
same as those in America was indi- 
cated at the eighteenth semi-annual 
meeting of Australian Newspapers’ 
Conference, which closed here yes- 
terday. 

Among the resolutions adopted at 
the gathering were several whose 
purpose was the settling of problems 
which have sprung up in connection 
will the reporting of news by radio 
stations, as well as a resolution 
which urged that “those sections of 
the Conference Bulletin dealing 
with free publicity be circulated to 
the principal advertising agents 
each month.” 

Another resolution asked that “in 
the exercise of control of advertis- 
ing, any advertising rejected be com 
municated to other members in the 
same capital and also to the secre- 
tary of the conference for circula- 
tion through the bulletin to other 
members of the conference—this to 
apply to all advertising the treat- 
ment of which is likely to be of 
interest to other members.” 


Display Guild Moves 


The Display Guild is now in new 
} quarters at 225 East 24th St., New 
York. 
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SETS STANDARD) 
5 sailed mm Leg 
Philadelphia, Pa., Jan. 18.— The i cing 
228th anniversary of the birth of sonal 
Benjamin Franklin was celebrated anaes 
here last night by the Poor Richard He <a 
Club with all the glamor that has e eantie 
made this annual event the outstand 9 for tl 
ing social function of the advertis HB 4.10, 
ing world. 3 0 
True to tradition, some 1,300 din ee 
ner-coated advertising men filled the re 
banquet floor of the Bellevue-Strat pag 
ford, while their wives and sweet: eh 
hearts were relegated to places on Mi, 
the balcony. Re a 
Under the capable direction of 
Howard C. Story, director of festivi: te 
ties, and his committee, the evening aie 
of speechmaking and funmaking pro ee 
ceeded to demonstrate, to the com 74 
plete satisfaction of those presen! 5% ; 
that, in the words of the banquets )% 
theme song, “Advertising shows the} : as 
way to prosperity.” Bae the si 
A galaxy of stage and screen stars mala i 
headed by Eddie Cantor, who oe nor | 
up in spite of illness, and including | throu; 
Donovan O'Hara, Rae Eleanor Bal Poop tiy 
and her violin, the Hill Billy Band F® .,).;, 
Howard March, and Pat Riley ané this c 
his orchestra kept the enthusiasm at : The 
high pitch between such other exclt 77 to th 
ing events as the reading of a me* §& seaihel 
sage from President Roosevelt extol 1 4 at 4 
ling the virtues of Benjamin Frank §9 weal 
lin, and a midnight broadcast fro” 54 wed 
the banquet hall to the members 0! F™ bottle 
Admiral Byrd’s expedition to th} 7 sende 
South Pole. : least 
Many Gifts Distributed At 
In addition to providing some 0 Fy “!he 
the entertainment, Mr. Canto'w@ “ bil 
doubled as a substitute for Walt halt 
Disney, accepting the Poor Richaré 
Achievement Medal awarded to th Bay [~— 
movie cartoonist by the organizZé 4 | 
tion tor his Silly Symphonies. 9 a 
A zipper bag filled with gifts 7 tol 
all types was presented to eat 2 ye 
celebrant, in addition to numeroll oe 
other gifts ranging from electric ™ 3 m * 
frigerators to gin, which Low : but 
Thomas announced from the stage” re 
the banquet hall. i bach: 
At the conclusion of the festivil® ae, 
H. H. Kynett, president of the ¢l! ; 
announced the appointment of Car! — 
Bloomingdale as director-general e 
the 229th anniversary party to ™ 
held next year. —— 
W: 
Trow and Farr Go uor |] 
to William Est) Fv 
John F. Trow, Jr., formerly ¥ p tcen 
Batten, Barton, Durstine & Osbot® Bay Sena 
Inc., has joined William Esty & C oe (USI) 
New York, as copywriter. * ‘ In 
Finis Farr, formerly with the” & B turn 
|tional Broadcasting Company, B Seng 


joined the Esty organization 4 ° 


radio writer. 
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11QUOR COPY IS 
STILL PROBLEM 
T0 PUBLISHERS 


Nine States May Ban News- 
Stand Sales 


New York, Jan. 18.—-While repeal 
of the Reed amendment legalizes the 
mailing of publications carrying 
liquor advertising into all states, the 
magazine and newspaper publishers’ 
liquor problems are not yet com- 
pletely solved, a special bulletin of 
the National Publishers’ Association, 
sent out Tuesday, reveals. 

There are still nine states which 
definitely prohibit the circulation or 

Saistribution of periodicals carrying 
liquor advertising, the bulletin points 
while subscription copies 


out, and 
sent through the mails cannot be in- 
with, it is possible that 

sales of publications 


late state laws. 

The nine states concerned are Ala- 
bama, Florida, Georgia, Mississippi, 
Nebraska, North Dakota, Oklahoma, 
South Dakota, Utah and Virginia. In 
addition, Texas, Idaho and West Vir- 
ginia are in the “doubtful” class. 


Urge Test Case 


Legal opinion on the matter is 
divided, the bulletin says, and there- 
fore the publisher can do nothing but 
exercise his own judgment until test 


mee cases decide the issue. Some N. P. A. 


members have indicated that they will 
continue to make separate editions 


™ for the states affected, while others 


Bdeclared that no replating will be 


done. 


¥; 


The association urged continued ap- 
pearance in all liquor advertising of 
the following qualification: 

“This advertisement is not in- 
tended to offer alcoholic beverages 
for sale or delivery in any state or 
community wherein the sale or use 
thereof is illegal.” 


Missouri Goes Wet 


Lewis New Buyer 


for Benton & Bowles 


Albert M. Lewis has been ap- 
pointed newspaper space buyer for 
Benton & Bowles, New York. 

He succeeds E. E. Jedele, ap- 
pointed magazine space buyer. 


Vetoes Meviarine Tax 


Governor Sennet Conner of Mis- 
sissippi has vetoed a bill which 
would have placed a tax on the sale 
of oleomargarine. Similar bills have 
recently been vetoed in Illinois and 
California. 


Moser & Cotins Selected 


The Fort Orange Chemical Com- 
pany, Albany, has appointed Moser & 


Illustrations 
In ‘‘Coty’’ Style 
Gain in Favor 


New York, Jan. 18.—Evidence that 
the use of a new combination of solid 
black and outlined white in art work 
is spreading appeared this week when 
R. H. Macy & Co., department store, 
employed the style of the current 
|magazine campaign of Coty, Inc., in 
a piece of retail fashion copy in 
| newspapers. 

Coty started using the combination 
in Harper's, Vogue, Woman's Home 
Companion, McCall's, New Yorker, 


Distinctive black and white tech- 
nique which seems to be gaining 
favor. 


tan, some of the copy appearing in 
several of these periodicals as early 


the art department of Percival K. 
Frowert Company, Inc., to enliven 
copy on Coty powder, lotions, and 
perfumes. Romance is the theme, 
and in most of the advertisements 
formal scenes are sketched. In one, 
for example, a woman is silhouetted 
in reverse against the solid black of 
a man in dress attire. 

While the sketches show full or 
three-quarter length views, the accent 
is given to the woman’s face, which, 
in white, appears in rounded smooth- 
ness. Copy follows the black and 
white mood: 

“What is it a girl can do to keep 
a man’s eyes admiringly on her face?” 
a page appearing in January issues 
asks. “You'll get a hint by studying 


et’s 
then 1 
= Kansas City, Mo., Jan. 16.—With 
_ B® the signing of the bill legalizing the 
“ m sale of liquor in Missouri by Gover- 
vee nor Park on Jan. 13, newspapers 
_ : throughout the state which are ac- 
—, om cepting liquor advertising added a 
NODS considerable amount of lineage in 
we » this classification this week. 
m | The law limits sales by the drink 
1 to the larger cities, and specifically 
tok a Prohibits individual drink sales in 
nk \ any town of less than 500. Groceries, 
on fm Cigar stores, drug, confectionery 
of Py Stores, ete., may sell liquor by the 
the 4 bottle, provided they carry a stock of 

» Soods, exclusive of liquor, worth at 

F] least $1,500. 

‘ At the same time that the governor 
of = Signed the liquor bill, he also signed 
off @ bill imposing a sales tax of one- 

} half of one per cent. 


-_ | No Prices Allowed 


Fe MF CARE «a 


Columbus, 0., Jan. 18—The Ohio 
Liquor Control Board has ruled that 
restaurants and hotels selling liquor 
by the glass may advertise this fact, 
but may not advertise the price of 
drinks. Stores selling wine by the 
backage may quote the price, how- 


ver 
ever 


D. C. Joins Parade 


Petia 


¥ ashington, D. C., Jan. 18—A liq- 
ve bpied for the District of Columbia, 
a ‘ng the sale of liquor under a 
ig ‘ystem, was passed by the 

yesterday, after having previ- 


ously 
* Passed the house. 
n ; 
turns ao the bill the senate 
wwe SER ow « e 
Se (own a substitute offered by 


Nat« ‘, 3 a 
ary ‘apper, proposing a dispen- 


a stem, 


Cotins, Ine.. New York and 
agency, to direct its advertising. 


cars parked—doing their shopping. 


‘yr ~ ‘ 

PUZZLE PICTURE 
Thousands of people have read your newspaper and magazine advertising and decided ‘ ! 
to buy your product “the next time they go shopping.’”’ And now, here they are— pers—reminds them of their desire for your product 


But—‘‘Where is your dealer? increased sales and profits for your dealer—and for you. 


THE WAY TO MAXIMUM RETURNS ON 


A PARTIAL LIST OF ADVERTIS- 

ERS PROFITING FROM POINT-OF- 

SALE ELECTRICAL ADVERTISING 
BY FEDERAL 


Anheuser-Busch 
Arctic Dairy Products 
Atlas 

Bata Shoes 

Blatz 

Brown Shoe 


*Coca-Cola 

Devoe & Raynolds 
Firestone 
Florsheim 
*General Electric 
Goodrich , 
Goodyear 


Hupmobile 

Indian Refining 
International Harvester 
Liggett Drug Stores 
Little Dutch Candy Mill 
Lowe Brothers 


Martin-Senour 
Miller-Wohl 
Mohawk Rubber 
Montgomery Ward 
National Ice Cream 
Perfect Oil 
*Phillips Petroleum 


Pittsburgh Plate Glass 
Prima 

Schlitz 

Sears, Roebuck 


Sinclair 
J. P. Smith Shoes 
*Standard Oil 


Walgreen Drug Stores 
Walk-Over Shoes 
Washington Shirt Company 
Willard Storage Battery 
Yellow Cab 


*Represented also on 
Chicago’s 
‘*Skyline of Signs’’ 


Utica | Good Housekeeping, Photoplay, Pic-\as last November. 
| torial Review, Liberty and Cosmopoli- 


YOUR 


NEWSPAPER AND 


great portraits—notice how the face 


The technique was developed by |dominates the canvas!” 


NO PUZZLE HERE 


Here, dealer electrical advertising answers that question for these self-same_shop- 


at the point of sale! Result, 


“Whereis Your Dealer?’”’ 


MAGAZINE ADVERTISING 


By W. D. KRUPKE 


General Sales Manager 


Each year you invest thousands of dollars 
in newspaper and magazine advertising—to 
create in people a desire to buy your product. 
And that is, of course, as it should be. 

But obviously consumer desire—alone—is 
not sales. 

Obviously consumer desire, to result in sales, 
must be followed by consumer action. 


Electrical advertising—at the point of sale 
—forces consumer action. 

Electrical advertising—at the point of sale 
—reminds people both night and day of their 
desire for your product at the right time-— 
while they are on the buying path—-brings 
them into your dealer’s place of business, to 
buy. 

And electrical advertising—at the point of 
sale—‘‘carries on” for you during the interval 
between your newspaper and magazine adver- 
tising campaigns. 

It is the connecting link between your de- 
sire-creating advertising and your dealer’s 
place of business—the way to maximum re- 


turns on your newspaper and magazine ad- 
vertising dollars—for your dealer and for you. 


Prove it yourself! 


Check back over your own retail purchases. 
How many times has electrical advertising 
determined where you made your purchases? 
How many times has electrical advertising 
guided you into a dealer’s place of business? 
And how many times has electrical advertis- 
ing reminded you of your desire to purchase 
certain products—reminded you at the point 
of sale? . 

* 


Ask your associates the same questions. Get 
their answers, too. Then—since it’s sales you 
want—why not back up your newspaper and 
magazine advertising with point-of-sale elec- 
trical advertising ? 

Ask us to send you recently compiled data 
on how other important advertisers are profit- 
ro —\ . ‘ 
| ing from Federal point-of-sale dis- 
plays—how you, 


too, may obtain 
maximum returns on your newspaper 
and magazine advertising dollars. 


FEDERAL ELECTRIC COMPANY «x. 
CLAUDE NEON FEDERAL COMPANY we. 


225 NORTH MICHIGAN AVENUE CHICAGO 
CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA 
Subsidiaries : 


FEDERAL BRILLIANT CO. 
St. Louis, and 
Kansas City, Mo. 


CLAUDE NEON FEDERAL 
CO. OF OKLA. 
Oklahoma City, Okla. 


CLAUDE NEON FEDERAL 
co. OF KANSAS 
Wichita, Kansas 
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ADVERTISING AGE 


January 20, 19% 


“New York Times” to 
Start Class Jan. 31 


The New York Times will conduct 
a course of eight lectures in news- 
paper advertising beginning Jan. 31 
and continuing each Wednesday eve- 
ning at 6:15. 

Speakers so far announced include 
James Coveney, Geo. McDevitt Com- 
pany; Thayer Cummings, Batten, 
Barton, Durstine & Osborn, Inc.; S. 
H. Weber, J, Walter Thompson Com- 


pany; Lester Malitz, Ruthrauff & 
Ryan, Inec.; Chas. M. Edwards, Jr., 
New York University, and George 


Bijur, New York University. 


Chase Names Gambinner ; 


Goldsmith Takes Charge 


Lawrence C. Gumbinner Advertis- 
ing Agency, New York, has been 
appointed by L. C. Chase & Co., dis- 
tributors of Goodall products, includ- 
ing Seamloc carpets, Velmo, uphol- 
steries and Lesher draperies. 

L. S. Goldsmith, associate counsel 
of the agency, who has directed the 
advertising of Goodall’s Palm Beach 
cloth and suits for many years, will 
also supervise the Chase campaign. 


Lewis Names French 
The Lewis Invisible Stitch Ma- 
chine Company, St. Louis, has ap- 
pointed Oakleigh R. French Advertis- 
ing Agency, St. Louis, to direct its 
advertising. Trade papers and direct 
mail will be used. 


‘NEW DEAL’ COPY 
FOR GARBO FILM 
PACKS THEATER 


Complete Reviews Used in 
Advertising 


New York, Jan. 18.—Posing and 
answering by implication the ques- 
tion, “Who’s afraid of the big, bad 
critics?”, with advertisements which 
reproduced newspaper reviews ver- 
batim, Donahue & Coe, Inc., agency 
for Metro-Goldwyn-Mayer, seems to 
have attracted maximum attention to 
the new Garbo film, Queen Christina. 

This demonstration of bravery, to- 
gether with a brief, intense, teaser- 
announcement campaign, has filled 
every seat since the film opened Dec. 
26 at the Astor, a $2 house. 

Use of unusual themes and tech- 
nique avoided any suggestion of 
either prudery or pruriency. Accord- 
ing to practices prevailing prior to 
adoption by the industry of the plan 
for self-regulation of advertising, 


December 26th 


Unique teaser copy for Greta Garbo's new picture, which is be- 
lieved to set a new high point in effectiveness for motion picture 
exploitation. 


which was described in the Jan. 13 
issue of ADVERTISING AGE, the copy 
would have merchandised the _ pic- 
ture’s wealth of sex interest. 
Thoughts of what could have 
been done with several situations, 
such as the one when the Queen, dis- 
guised as a youth, is compelled to 
share the only available bed chamber 
at a lonely country inn with a thor- 
oughly masculine character, caused 


Printing and Adver- 
tising Advisers 


We assist in securing cata- 
logue compilers, advertising 
men, editors, or proper 
agency service, and render 
any other assistance we can 
toward the promotion, prep- 
aration and printing of 
catalogues and publications 


Our SPECIALTIES 


(1) Catalogues 

(2) Booklets 

(3) Trade Papers 

(4) Magazines 

(5) House Organs 

(6) Price Lists 

(7) Also Printing 
Such as Proceedings, Directories, 
Histories, Books and the like. Our 
complete Printing Equipment, all or 


any part of which is at your command, 
embraces: 


TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual, as well as Color) 


BINDING 
(The Usual, also Machine Gathering, 
Covering and Wireless Binding) 


One of the largest and most completely equip ped 
printing plants in the United States 


Catalogue and Publication 


Printers 


Artists : Engravers : Electrotypers 


Make a Printing Connection with a Specialist 
| and a Large and Reliable Printing House 


Business Methods and Financial Standing the Highest. (Inquire of Credit Agencies and First National Bank, Chicago, Illinois) 


PROPER QUALITY 


Because of up-to-date equipment and best workmen 


QUICK DELIVERY 


Because of automatic machinery—day and night service 


RIGHT PRICE 


Because of superior facilities and efficient management 


Our large and growing business is because 
of satisfied customers, because of repeat 
orders. We are always pleased to give the 
names of a dozen or more of our customers 
to persons or firms contemplating placing 
printing orders with us. Don’t you owe it 
to yourself to find out what we can do 


eee ggOoOF*F]ZD) 


DAY and NIGHT 
Operation 


The best quality work 
handled by daylight 


You will find upon investi- 
gation that we appreciate 
catalogue and __ publication 
requirements and that our 
service meets all demands 


| | 


Use NEW TYPE for. 


| Catalogues and 
Advertisements 


We have a large battery of type cast- 
ing machines and with our system— 
having our own type foundry—we use 
the type once only, unless ordered held 
by customers for future editions. 


Clean Linotype 
and Monotype 
Faces 


We have a large number of linotype 
and monotype machines and they are 
in the hands of expert operators. We 
have the standard faces, and special 
type faces will be furnished if desired. 


Good Presswork | 


We have a large number of up-to-date 
| presses—the usual, also color presses 


If you want advertising service, plan- 


MAILING for you? } —and our pressmen and feeders are 

ELECTROTYPING the best. 

ENGR AVES Consulting with us about your printing ° P | 

oar wan problems and aski ng for estimates does not Binding and | 
Mailing Service 


place you under any obligation whatever. 


ning, illustrating, copy writing, and as- 
sistance or information of any sort in 
} regard to your advertising and print- 
ing, we will be glad to assist or advise 
you. If desired, we mail your tpn 
matter direct from Chicago—the cen- 
tral distributing point. 


Executives: 


LUTHER C. ROGERS, Chairman 
Board Directors 

A. R. SCHULZ, Pres. and Genl. Mer. 

| W. E. FREELAND, Secretary and 


Treasurer 


Let Us Estimate on Your Next Printing 


The LARGE and the SMALL ORDERS 


(We Are Strong on Our Specialties) 


Printing Products Corporation 


| Telephone Wabash 3380—Local and Long Distance 


CATALOGUE AND PUBLICATION PRINTERS 
ARTISTS, ENGRAVERS, ELECTROTYPERS 


Polk and La Salle Streets, Chicago, Illinois 


We have up-to-date gathering, stitch- 
ing and covering machines; also do 
wireless binding. The facilities of our 
bindery and mailing departments are 
so large that we deliver to the post- 
office or customers as fast as the 


presses print. 


Executives: 
H. ]. WHITCOMB, 
ice President Publication Sales 


J. W. HUTCHINSON, 
Vice President Catalogue Sales 
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the agency’s writers temporary sad- 
ness. Results from the circumspect 
copy cheered them and supported the 
contention of the industry’s adver- 
tising leaders that censorship is the 
mother of better copy. 


Unique Tease Copy 
The success of the picture tells an 
accessory moral for advertising men 
in other fields who capitalize on fan 
followings in that the Garbo glamor 
is, apparently, more effective than 


ever, despite the ascendancy of the 
rival school of fascination headed by 
Mae West. 

The first 


insertion in the news- 


QUEEN CHRISTINA 
uth John Gilbert + lan Keuch 
Flizabeth Y 


rung 


Lewis Scone * 


WORLD PREMIERE 
TRE Bro 


Follow-up, revealing a little more 


of Garbo. 


paper announcement campaign, which 
appeared Dec. 20, six days before the 
opening, consisted only of Garbo’s 
eyes and a huge facsimile of the 
Garbo signature. 

Subsequent insertions added fea- 
tures one by one and text a few lines 
at a time. The final piece of copy 
was illustrated with the entire head 
and one hand of the actress and con- 
tained a complete billing of the at- 
traction. The advertisements, rang- 
ing from 450 to 640 lines and appear- 
ing daily, were linked together with 
typographical style and “Garbo feel- 
ing.” 

Confidence that critics would be 
unanimous in praise of the picture 
suggested the plan of reprinting the 
reviews in paid space. The agency 
realized, too, that such copy would 
pack an extra punch because theater- 
goers generally understand the prac- 
tise of editing reviews used in ad- 
vertising so as to conceal the critic’s 
opinion. Not infrequently, the fa- 
vorable words and phrases are culled 
from the report of the one critic who 
is out of step with his fellows. 


Seven Critics Agree 

Another merit of the plan was that 
approval could be secured in advance 
from the copy censorship committee 
by submitting the trimmings used to 
make an advertisement of the re- 
view. These consisted only of a short 
headline, sur-prints of the enlarged 
Garbo signature followed by, “Says— 
Thank you (name of critic)”, billing 
and logotype. 

Seven of the eight reviews appear- 
ing in the eight papers on the sched- 
ule were used. The Sun critic did 
not agree with his seven contempor- 
aries, and his review was not used, 
although his paper carried the same 
space as the others. A day or two 
later, he returned for a second look 
and recorded a better opinion. 

Reviews appearing in the morning 


—_—_—= 


papers were reprinted in other mor. 
ing papers, and the same Procedure 
was followed with afternoon dailieg. 
The space required averaged 59 
lines. The plan was adopted in the 
belief that the reader of one morning 
paper would not see the review ap 
pearing in another morning paper 
and that the same rule held for reag. 
ers of afternoon papers. 

With the exception of the names of 
the newspapers, the headlines were 


Lews Scone + Elasbeth Yours 
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Further follow-up, which sketch 
in a few more details. 


all alike. That in the New York 
Times read: 

“You’ve read the review in the 
New York Times—now read what the 
Herald Tribune has to say.” 

The complete campaign will be re 
peated soon in leading cities where 
M-G-M has first-run houses. 


Ipana Newspaper 


Tests Extended q 


New York, Jan. 18.—Use of maga 3 
is being § 


zine style in newspapers 
tried by Bristol-Myers Company in 
continuance of its tests of four differ. 
ent magazine appeals which have 
been going on for a number of 
months for Ipana tooth paste. 

At Marion, O., the “foolish neglect” 
theme is being tried. Several weeks 
before, Bristol-Myers tried substitu 
tion of a personality appeal for that 
of health, pink tooth brush, at Lex 
ington, Ky. 


The more recent “neglect” copy at § 
with f 
The large 


Marion is largely concerned 
health of teeth and gums. 
illustration is labeled, “worries over 
a gray hair but she neglects her teeth 
and gums and she has ‘pink tooth 
brush.’” The body of the copy, with 


its thoughts on gum trouble such as 


gingivitis, Vincent’s disease and py: 
orrhea, is familiar to magazine 
readers. 

In a new car card, a type of subtle 
suggestion is employed. The scene 
shows a couple confronted by a chef, 
while the copy merely says that to 
enjoy the perfection of what the chef 
prepares, Ipana should be used. 


“Oral Hygiene” Names 
Ryan Editorial Director 


Dr. Edward J. Ryan has been pro 
moted to editorial director of Oral 
Hygiene Publications, Pittsburgh, it 
cluding Oral Hygiene, Spanish Oral 
Hygiene, and Dental Digest. 

Marcella M. Hurley has been 4) 
pointed editorial assistant on OY! 
Hygiene. Ethel H. Davis continues 
as assistant editor of Dental Diges' 


Ruth Euing for Olds 


Ruth Etting will be featured in 4 
new series of programs sponsored by 
Oldsmobile, over a nation-wide ne 
work beginning Feb. 13. She will 
supported by Johnny Green’s orché 
tra and Ted Husing as master of cer 
monies. 


Open New York Office 


Free & Sleininger, Chicago, radi0 
station representatives, have openeé 
a New York office in the Chrysl® 
building. H. Preston Peters, ¥ 
has been made a vice-president, 15 
charge. 


Al Graham With Hazaré 


Al Graham, New York Her" 
Tribune writer and originator of the 
“Unassociated Press,” has joined se 
staff of Hazard Advertising Corpo 


tion, New York. 
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CONSTANT . . Neverfailing 


Amid a welter of doubt and uncertainty, one great sales-force has remained 


na constant . . . that potent, compelling, irresistible store-door pressure which for 
by many years has been the outstanding and exclusive characteristic of the NEW 
: YORK EVENING JOURNAL. 

, 
Even through the four lean, unmourned years just past, EVERY sales cam- 


paign HAS SUCCEEDED which has consistently followed a plan devised by the 
Journal and carried out by its Merchandising Department. 


With returning good business, this sales-force is more potent than ever . . . 
oe and is impartially available to all those with merchandise for sale. 


A Neverfailing Merchandising Foree 


NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATION 
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To Feature Cabana See | Mitchell Joins 


George E. Keith Company, Brock 
ton, Mass., will feature its Cabana 
shoe in an extensive advertising pro- 
gram for 1934. Good Housekeeping 
and Vogue will be used initially, fol- 
lowed by a newspaper, direct mail 
and trade paper program. 


New Tooth Powder Soon 


A new tooth powder will be placed 
on the market in the near future by 
Woodbury-Reynolds, Ine., Newton, 
Mass., a newly organized company. 
Henry A. Gamelin, Boston, is vice- 
president and general manager. 


. . . ,’ 
Ellis With Field’s 
Evan Leslie Ellis has joined Mar- 
shall Field and Co., Chicago, as ad- 
vertising and promotion manager of 
the basement store. 


BEHIND THE 


(\ 


what they produce. 


Chemicals . . . dyes 
Alcohol . . . 
Glass .. . ceramics 

Brick . . . clay products 
Coke ... manufactured gas 


| 


[ HIT BU REAU 


American Can 


New York, Jan. 17. 
time the advertising and sales pro- 
motion activities of the American 
Can Company have been centralized 
in one department, and Don G. 
Mitchell, who has been vice-president 
and general manager of the Ameri- 
can Sealcone Corporation, has been | 
put in charge. 

Mr. Mitchell, 
of the paper milk bottle of the 
can Sealcone Corporation 
much comment, is only 31, 
made a record in industrial sales pro- 


-For the first 


whose work in behalf | 
Ameri- | 
caused 
but has | 


| 
trial site advertising, and later went | 
to the Niagara Hudson Power Com- | 


pany, handling promotion of their in- 
dustrial business. 

The American Can Company is one 
of the largest industrial advertisers 
in the country, using 56 business | 
papers in various fields. While no 
marked changes in publication adver- 
tising for 1934 are planned, there 
will be a number of new 
| ments in sales promotion. 

With reference to a beer can, re 
| garding which there have been nu- 
| merous reports, Mr. Mitchell told 
ADVERTISING AGE that it is being de- 
| veloped, but has not yet arrived. 


Pendleton Dudley Moves 


develop: | 


Driscoll With Field 


| Howard B. Driscoll, former ac- 
| count executive of Donahue & Coe, 
Inc., has joined George H. Field, Inc., 
|New York, eastern representative of 


|Radio ‘Transcription Company of 
America, in an executive sales Ca- 
| pacity. 


Mitchell Is Named 


| 
The Charles R. Knight Company, 
|New England distributor for several 
| well known distilleries, has appointed 
|The Mitchell Company, Boston, to di- 
| rect its advertising. 


— 


Importer Names Presbrey 
Ltd., New 


International Agencies, 


7 ane York, liquor importer, has named 
motion and advertising. He started Pendleton Dudley & Associates have | Frank Presbrey Company, New York, 
with the McGraw-Hill Publishing | moved their offices to 150 Broadway, ‘to direct its advertising. Magazines 
; Company in 1926, in charge of indus-| New York. land newspapers will be used. 

’ ‘ 

ABC STATEMENT 
et 
er Form = 
RING 
ICAL ENGINEE : 
j 
INC. ‘| 
NEW YORK, Ne ¥- | 
Tilino j 
Chien” 30 | 
r Drive, 3 9336 
165 W. eat Report refer to latest . ths ending June 5°, Ree. | 
— Au dit ‘ aper form covers 6 mon | 
white P 6 Statement : 
: onthly : 

gee 5. Published ™ | 


AX \RAGE TOTA 


The easiest way to understand the 
process industries is to know \ 


distilled liquors 


cosmetics 


Drugs... medicines... 

Explosives 

Fertilizers . . . insecticides 

Gelatin . . . glue 

Leather . . . artificial leather 

Lime . . . cement 

Animal . . . vegetable oils 

Paint . . . varnish 

Pulp ... paper 

Petroleum products 

Rayon .. . plastics 

Rubber goods 

Soap 

Linoleum . . . oilcloth 
ABC 


ry or Field Served 


L DISTRI 


rr 


, 


r process 


BUTION F 
a 


Inaustries | (See par. 10)- 


oR PERIOD STATED! 


N PARAGRAPH ©: 


— Advertisin g Leadership 


a It is the habit of some advertising men to depend on the judgment of the majority 
of advertisers in evaluating mediums in a given market. It is a commendable habit, 
\ for in the convictions of many is the reasonable assurance of sound decision. 


“Thirty million Frenchmen can’t be wrong,” is the logic of their course. 


So “Chem & Met” reports the 1933 record of the majority of advertising men 
dealing with the problem of creating business in the process industries, hoping 


2 that their judgment will be helpful to the minority in sparring for 1934ebusiness 


at 
% pages of space 


ee in this up-and-doing market. 


in “Chem & Met.” This was 


In the year that marked the low point of business 193 advertisers used 854 
75% more advertisers and 84% 
A more space than appeared in the next publication reaching the process 
industries. 70% of these advertisers used “Chem G Met” exclusively. The 
space used by these exclusive advertisers was 273% 


greater than the 


exclusive space in the next publication in this field. 


é Facts like these do not appear in ABC statements. Nor should they. 
They do emphasize, though, that there are more steps than one in deter- 
mining a sound advertising schedule. The ABC statement of circulation 
distribution is the necessary primary step. After that come reader use, 
editorial policy, circulation methods, responsibility and prestige of 
sponsorship. All these are factors in “Chem & Met's” leadership as 

an advertising medium in the process industries. 


HEM « MET” 


CHEMICAL & METALLURGICAL ENGINEERING 


Published by McGraw-Hill at 


330 West 42nd St.,. New York 


WILL TEN-CENT 
CIGARETTE TRY 
NEW COMEBACK? 


“Big Four’ Price Jump 
Creates Opportunity 


New York, Jan. 18.—With the rais. 
ing of prices of cigarettes by the Big 
Four, the battle between the ten ang 
fifteen-cent cigarette enters a new 
phase. The Brown & Williamson To. 
bacco Corporation and the Axton. 
Fisher Tobacco Company, of Louis. 
ville, leading exponents of the ten. 
cent cigarette, will maintain their 
prices at that level, it is reported. 

The new price level for Camels, 
Lucky Strike, Old Gold and Chester. 
field is $6.10 per thousand, as com. 
pared with $5.50 per thousand pre. 
vailing since Feb. 11, 1933. From 
Jan. 3 to Feb. 11, the price was $6 
per thousand and for the previous 
two years, $6.85 per thousand. 

The price cut of 1933 was due to 
inroads made by the ten-cent cig- 
arette, which had reached 20 per cent 
of the total production. Since an 
irreducible $3 per thousand goes into 
the government till in the form of 
taxes, the slash played havoc with 
net profit. That of the R. J. Rey- 
nolds Tobacco Company, for instance, 
fell from $33,000,000 to $21,000,000 in 
1933. 

Tobacco stocks, believed by the ex 
perts to reflect future events, soared 
when news of the new prices became 
known. Many of those close to the 
industry, however, are less optimistic 
as to probable earnings of the Big 
Four. 

Costs Increase Greatly 

They point out that the companies 
received permission from the Depart- 
ment of Agriculture to raise prices to 
$6 per thousand, and that the addi- 
tional ten cents which was tacked on 
by no means represents the increased 
costs, including a processing tax, un- 
der NRA. Furthermore, the manu- 
facturers agreed to pay an average of 
17 cents a pound for the 1933 flue 
cured crop and 12 cents a pound for 
the 1933 Burley crop. These higher 
costs will not be felt for a year, but 
with other advancing charges, will 
give the cigarette makers something 
new to think about. 

The Department of Agriculture, it 
is asserted, believes that the restora- 
tion of prosperity has now reached 
the stage where the price of cig- 
arettes may be advanced without 
diminishing consumption and damag- 
ing the cause of the tobacco grower. 
The principal objective of the De 
partment is to create and maintain a 
profitable market for the farmer. 

The fifteen-cent cigarette is still 
more or less of a myth, at least in 
New York. Most of the chains have 
sold the four leading brands at 
twelve cents a package, two for 
twenty-three. They have now ad: 
vanced the price to thirteen cents a 
package, two for twenty-five. 

In Chicago and other cities, the 
fifteen-cent cigarette has actually re 
turned, only a minority of the deal: 
ers still selling at thirteen cents, oF 
two for twenty-five. One chain which 
will sell two packages for twenty: 
five cents charges fifteen cents for 
one package. 

The retailer’s profit remains more 
or less of a mystery, even under the 
new scale. Assuming that the jobber 
keeps his ten per cent profit, the T® 
tailer pays 12.2 cents per package 
But few jobbers keep their profit. 
The Tobacco Leaf, a leading organ o! 
the trade, remarked that exact de 
tails of a transaction between a job 
ber and dealer are known only 
the retailer, the wholesaler, and God. 

The goal of the entire trade, it i 
asserted, is a price of $6.40, with the 
usual discounts, and the consume! 
actually paying fifteen cents a pack: 
age everywhere. This ratio would af: 
ford manufacturers, jobbers and 
dealers a reasonable profit. It * 


hoped that the tobacco code, wai 
has been approved by the indust: 
will hasten this end. 
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WEN URGED TO 
TAKE INTEREST 
IN LIPSTICKS 


| Tangee Makes Flank Attack 
» on Its Market 


Journal, Woman’s Home Companion, | 
True Story, Cosmopolitan, Red Book, | 
Motion Picture, Photoplay, Screen- 
land, Tower Group, Modern Maga- 


Completes Survey 


Wisconsin Markets, Inc., Milwau- 
kee, an organization representing 
the newspapers in principal cities of | 
vine, New Yorker and Household | wisconsin, has completed an exten- | 
Magazine. | sive market survey and analysis of 

It is believed to be the largest | the principal cities of the state. 
campaign ever run exclusively on —— 


| 
lipstick. By adding more publica- : 
P , . Disston Promotes Two 
tions and by increasing the number 
of insertions in the various period- : sewn ae . a Paile- 
P ® P . g as ur 3 y 
icals during the campaign, the | a pals, Bas promos Sree Quer} 
agency plans to make 100,000,000 to manager of its hardware depart- 
es oe “ ectaiae |/ment, and Walter H. Gebhart to man- 
more reader impressions than last ager of industrial sales. Both have 
been with the company many years. 


year’s campaign obtained. 


‘Huge Market 


For Capital 
Goods Seen 


Chicago, Jan. 15.—A $30,000,000,000 
market, represented by the replace- 
ment of obsolete industrial machinery 
and equipment, can now be ap- 
proached by manufacturers of capi- 
tal goods, John M. Rodger, western 
general manager of the McGraw-Hill 
Publishing Company, told the Chi- 
cago Business Papers Association to- 


| therefore no industrial company will 
|be able to continue to use obsolete 
/ machinery and maintain its competi- 
‘tive position. 

| The speaker predicted that facili- 
|ties for financing long-time credit to 
|make possible the purchase of capi- 
tal goods by industry would be pro- 
vided through the RFC or some other 
governmental agency in the near 
future. 


Goodrich Promotes Glantz 

Norman A. Glantz, formerly in 
charge of advertising for the Chicago 
district of The B. F. Goodrich Com- 


New York, Jan, 18.—The “I won't Glicksman to Move day. pany, has been transferred to Akron 


Autopoint Changes 


Si : "9 “ : op : and made assistant manager of truck 
115- vO F é F é oo tial ‘ : : I actur - ; . 

“ S kiss you ane ; Take th - off Glicksman Advertising Company,| The Autopoint Company, Chicago, | Manufacturers wits find it neces-| tire advertising. He will succeed 
1g your lips” themes expressing the | New York, will move to new offices in| maker of Autopoint pencils and pens, |S@°Y to produce low-cost goods under 


a se James J. Cochran, recently made as- 
Rockefeller has placed its advertising with Ruth- |the competitive conditions established | sistant general manager of retail 


rauff & Ryan, Inc., Chicago. by NRA codes, Mr. Rodger said, and | sales. 


‘0d Be »asculine viewpoint conc.rning fem-|the RKO building in 
eW B® inine lip decoration will be a regular |Center Feb. 1. 


Out of the 


GREAT NORTHWEST 


» » » from the land of northwoods saga, come the 


famous Northwest Pedigreed Papers. That they en- 


joy widespread preference is more than gratifying 


to us. It spurs us on to even greater accomplishment. 


illustration from one of the typical 
Tangee magazine advertisements, 
addressed directly to men. 


To those who have not enjoyed the advantages in- 


herent in Northwest printing papers, we venture the 
Sicature in the 1934 campaign on 
fangee lipstick prepared by Cecil, 


suggestion that a trial will bring forth the same ac- 
AL Warwick & Cecil for The George W. 


Ss t ° . ‘ - ' . . 
sto Batt Company, Inc, claim that has become a chorus of approbation from 
 @) The plan was tested in the so-called 
on men’s magazines last year. The idea sen amt H 
ased was to have men use their influence the advertising and printing industry. 
un- Fin getting sisters, wives and sweet- : “ Ti < 
ane hearts to adopt lipstick of a practical The trend today Is away from the glary finish 
e of nd conservative kind and to end . 
fue FB nat painted took.” of enameled papers to the soft, eye-pleasing appear- 
or Its success last year was indicated 
’ “A 
sher [by receipt of some 4,000 coupon re- ance of uncoated stocks. Although “easy on the 
but ns from men. This result is espe- - P 
will J cially significant in view of the fact eye,” Northwest’s Book Papers possess the perfect 
hing that it called for ten cents to cover 
4. AE (oot of sending a sample of Tan. surface to reproduce halftones, line engravings, 
e, 1 gee. In addition, many women re- 
ora: plied to the men’s advertisements. ° 
ched Cost per inquiry compared favorably benday plates and flat tints. 
Clg: vith that for women’s copy in wom- . ‘ ‘ 
ak Till ces manontnee. There is a grade and weight to insure the utmost 
mag- In addressing men to boost the — 7 - - 
wer. MB sale of a woman's article, Luft is in finished results—economically produced by either 
De ing what the manufacturers of S ae 
ina #@ 'geworth tobacco did in their corn letterpress, gravure or offset printing. 
i ill ) pipe sampling campaign when 
he ‘hey ran copy in women’s magazines Northwest Pedigreed Papers are loyal papers, 
: in "ging wives to send for the trial kit 
ave Oa touce lg ea a : . 
“a a tayor to their husbands. ... they will never betray your confidence. 
for Makes Direct Attack 
ad- The masculine appeal will be made 
its a ‘copy varying from about halt a 
‘umn to a column alternating in THE NORTHWEST PAPER COMPANY 
the ‘he Saturday Evening Post, Liberty : . . 
y re ud Collier's. The copy attacks the Mills at Cloquet & Brainard, Minn. 
OE ee ee ns os CHICAGO NEW YORK ST. LOUIS 
3, oF Mos en,” says : ap- aS 
hich wearing in January, February and 332 S. Michigan Ave. 4] Park Row 61] Buder Bldg 
* March, ‘“w j + 
oe oe wilh ST. PAUL SAN FRANCISCO 
| akes her conspicuous,’ aome say. 2255 First National Bank Bldg. 149 California St. 
more ‘ud others add, ‘I can’t stand that 
- the “S4asy coating.’ But how many men 
‘bber ‘ve the heart to say those things 
e re 4 Woman’s face? 
cage. Yn the other hand, a woman 
rofit. “sit hesitate to criticize the kind 
in of * Socks you wear; and she goes 
, de “it out to buy a new kind for you! : 
job- Why not return the favor and in- ‘ ‘ 
y to et her to a new kind of lip- si 
God. ‘ a -. . A lipstick that gives her C [ Vee a C's ‘ 
it 18 - J€ color she could ask for . 
1 the ,uever causes a painted look.” 
umer ‘Upon instructions invite men to 
pack: ‘ Olt the blank spaces with her 
dat me and address. KLO-KAY BOOK e¢ MOUNTIE BOOK e¢ NORTHLAND BOOK e NORTEX UTILITY PAPERS 
and addition to the men’s phase of 
> i904 Tangee campaign, regular 
‘hich yy tS Copy will be run in Me- 
sty . Delineator, Pictorial Review, 
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12 ADVERTISING AGE January 20, 193% 
— 
——_* 
INFA T DECEMBER NEWSPAPER ADVERTISING LINEAGE FOR 1933 AND 1932 IN 70 CITIES 
Total . Total 
(Including , : . NClUding 
City Retail General Automotive Financial Classified Legal) _ City Retail General Automotive Financial Classified Legal) 
7 1933 1.330.245 119,455 56.771 > 1,771,429 1933 957,983 150,239 50,913 31,798 220,075 1,428 aa 
AOR nceos a 1932 1,223,282 81,205 63,669 1,601,218 | Richmond 1932 1,007,515 165,227 49,532 37,380 223,435 1,491 84° 
Diff 106.966 $38,250 6,898 +170,111 Diff — 49,532 -14'988 +1,381 —5,582 —3,360 ——63,0) 
— oe eevee rrr’. eee 923 r 962.827 » 26 78.476 0,620 2.188 & 
1933. 1.084.007 251.613 99.383 1,747,544 1933 1,408,569 262,827 82,368 8,476 300, 2 188 
IP IN DECEMBER *Albany 1932 1,046,2 5 i99 74,442 1,699,989 *Rochester pe 4 ; het get: tog F- ! e774 ery nigtty 
Diff 37,752 52, 24,941 + 47.555 t . 7 55.05 6 —S%, 8S a Bhs ee Vi, 
oe : ae OF —~~re7 180 1 ~ $933 1,450,716 344,486 88,991 17,609 471,391 2,377.5 
1933 4 381 60,988 32 4. pod Spy St. Louis......1932 1,450,716 206,846 $3,412 37,096 516,444 2,494,774 
ini nr oe oo/bat retry 633 $173,525 Diff -—-198,191 +4137,640 5,489 19,487  —45,053 —117) 
: . 240 - nee a — ae 1.922.758 ‘ ~ 1933 900,837 211,637 75,040 27 306 266,252 ; 
, pe Pp ° 933 9,97 246,97 9,137 ator & OMe i 932 26,270 193,924 58,999 37,07 289,509 
New York, Jan. 18 Potal adver: | extant 1932 1,005,015 182,681 59,415 1,530,315 | 58" Antonio. .193 926, : ++ ae 
i, k ‘ etn “ule At-antes . rn Soe raewe! pg tes eae ae Diff — 25,433 +17,713 $16,041 —9,683 —23,257 
tising lineage carried in the news Dift $4,968 _ + 646,289 oh —— oF 5% ~ 1983 1,136,502 240,732 81,390 19,008 297,859 
papers of 70 leading cities in Decem 1933 265,463 gt 7 +44 rrvy + San Diego....1932 1,256,721 143,152 113,666 30,699 $18,540 
; lis © 932 2¢ 6 32,220 21,993 »659 —120,2 7,5 —32,276 —11,6 —20,68 
ber, 1933, exceeded the total carried amen 7 oo — \ a 018 3 806 30.688 | —— ee eee oe in hn a ks me : 
: gts A oh ee at “1933 ~+=«1,364,389 428,651 93,854 54,460 573,329 
by the newspapers in the same cities 1933 2,025,318 446,316 144,688 pe = *San Francisce.1932 1,244,682 309,007 126,654 35,852 568,870 
o *1> 099% 7 - > or >” r ae 6.6 ; : o7 t > 29 2 : , 
in December, 1932, by 5,193,531 lines, | *Ua!t:more oS ‘eeeee 6, eater beat > eye << er Diff __+-119,707__ + 119,44 32,800 +18, eee +4,459 
; hl j > Medi Dif 4,194 169,986 —*.35 I wo 1933 915,833 237,125 60,038 7,2 382,767 
the monthly analysis of Media Ree- 1933 844,271 187,367 51,706 9, 1,234,752 | eseattle ...... 1932 932,082 176,945 84,618 18,246 354,976 
ords, Inc., reveals. Birmingham © .1932 782,726 124,701 53,016 24, ? “ ane Diff —16,249 +60,180 —24,580 —10,967 +27,791 
ae , > . + 61,545 + 62,656 3 —5,23 ,332 360,006 ne TT a7 7 wr 7 
This is an increase of slightly ove i —13.538 2 tet = ee 1933 494,650 $4,872 27,378 2,838 187,553 
Pye ; : ‘ 1933 3,142,901 779,493 157,306 60,037 232 4,678,021 7Sioux City....1932 392.068 68,071 26,677 2,982 151,943 
4.2 per cent, compared with an in *"Boston 1932 3,293,903 517,901 147,182 79,069 532 4,601,017 Dif 4+-102,582 +16,802 +701 atts —44,390 
crease of slightly less than 4.2 pet _ sion a —— meee : any a ee mrs 1933 804,955. 111,971 46,894 22,102 110,971 15 
cent in November, and an increase of soe 6 Seen owes 4 pte pet. eee a gag'g7q | South Bend. ..1932 653,256 76,876 45,841 16,939 114,301 is 
: buffalo 1932 = 1,285,963 189,242 99,406 46,978 064 1,889,973 Diff -+151,699 +35,095 +1,053 +5.163 —3,330 +187 
2.2 per cent i . or +15,15 $56,367 —17 + 2,58: 635 + 44,130 | ——_— : — : Tx. 
‘2 per cent in October. Dift 6,366 56, 84 I ie EI oa 3 1933 1,327,328 200,179 79,160 40,274 261,949 1,948.3 
As in past months, the increase in 1933 367,760 75,007 26,828 7,550 76 ee 581, 303 *Syracuse .1932 1,094,912 159,220 72,252 36,623 236,124 1,639.28 
‘ » “amde 1933 515,132 52,059 34,650 8,26 66,177 8, 32,426 25,82 - 30 
lineage was accounted for by sub |" “"°" Dif 147,372 422,948 7,822 715 410,608 —150,787 — 1333 ea aaa 7 $i Tai aes ae 
ste ie ; re ae (t rartai slaccifi- a : - ee) of Tt a wrr - 1 300 —~CS~S~*” rrwry q v7 soe “> ’ ed « ’ 839 
stantial increases in certain classifi . 1933 531,363 75,040 41,510 16,191 121,333 apt Tacoma ..... 1932 604,842 108,412 49,931 11,799 223,084 1,004.11 
cations, while others centinued to] Chattanooga need 16,861 r vase et +4 ett My Per, 510 Diff —88,458 +4,429 —5,663 —518  —10,852 —104,24 
di - 6,86 26,023 3,453 —-6 q +19,177 - < 
ce , te rancho i eee 1933 890,440 1£1,911 56,746 17,220 148,309 = 1, 259,11 
show losses. Thus, in December , gains 1932 2,590,152 678,107 118.2348 50,55 764,755 4,216,4 428 Toledo ....... 1932 $91,595 $4,576 58,177 23,268 159,369 1,219.8) 
in the retail and general classifica: | «chicago 1932 2,424,049 498,340 97,043 53,515 000,860 ner ag Diff —1,155 +47,335 —1,431 —6,048 —11,060 + 39,35 
tions were sufficiently large to over- Diff _+ 166,103 + 179,767 21,305 a a a 1933 2,004,169 573,876 74,628 59,583 614,648 3,280,459 
. . . sac tn fea finan. 1933 1,433 268,606 100,861 38,976 329,896 2,188,906 Toronto ...... 1932 2,234,086 447,872 $4,629 36,143 540,023 3,376,97 
come net losses in automotive, finan: | (i) oi nuti 1932 1,592 201,266 100,476 29,820 298,750 2,229,800 Diff —179,917 +-126,004 —10,001 +23,440 25.375  ——90.07 
cial, and classified. pift 158 +- 67,346 +385 $9,156 + 31,145 40,394 1933 469.278 67.014 31.574 16.630 47,287 YURT 
The gains for retail and general, 1983 1,650,911 its 557 atone +5. 0sa so aee 3.366, sot Trenton .....-. 1988 487,526 aan 36,019 8,284 46,380 649,59 
F . siiciates s “ee an : Cleveland =. 1932 ,405,558 201,625 D4,6 36,22 297,663 5 5 Di ——18,.348 17,965 —4,445 —1,604 aie —3 40 
ong the lessee fer Seances ane Dis 245,353 ++ 72,983 Sn Es oh 1943 769,854 103,298 58,189 15,509 231,304 1,169,597 
classified, reflected trends noticeable 1933 1,238,453 206,069 72,439 44,151 273,700 1,855,217] Tulsa ........ 1932 813,797 79,160 57,271 6,316 219,198 1,177,411 
in past months, the only classifica- Columbus 1932 1,257,461 143,433 70,650 56,653 261,922 1,810,070 Diff —53,943 -+- 24,138 +918 +-9,193 + 12,106 S14 
, ape ; ‘ "ieee Diff 19,008 +62,626 $1,789 —12,502 421,778 + 45,147 1933 2,738,463 411,671 143,203 44,225 556,957 4,091.31 
tion changing its status during the i933 1.998.899 240,271 5,134 24,494 339-410 2,700,426 | *Washington..1932 2'481.728 299,206 144.473 50,305 fen 3.657 1 
month being automotive, which pre-|patias ....... 1932 1,689,816 170,160 58,780 25,675 372,888 2,828,136 Diff +256,735 +112,465 —1,270 —6,080 +67,647 +43 4,191 
viously had shown increases, and Diff +309,093 + 70,111 + 26,354 —1,181 — — 33,478 +372,289 1933 939,526 133,799 74,124 14,843 277,444 1,492.91 
nat d “ae , ram 1933 1,346,153 183,975 76,693 25,615 268,605 1,925,040] Wichita ......1932 924,608 135,755 76,854 11,185 314,569 1,463,999 
this month showed a slight decrease. | 5), y16, 193201 111,811 84,722 15,053 272,217 1,684,256 Diff +14,918 +48,044 —2,7320 43,658 —37,125 — +425.921 
The comparative totals for each | _ Dif! +1 __ $72,164 —8,029 410,562 —3,612  +240,784 1933 2,122,320 198,329 71,100 40,187 140,059 2, 602,38 
classification for all of the papers in 1933 891,020 196,538 55,940 24,748 226,281 1,410,805 | Wilkes-Barre..1932 4,188,572 137,800 92,165 55,481 131,842 2,633,135 
the 70 cities 1 are as follows: Denver 1932 899,698 90,674 54,994 11,334 222,963 1,289,155 Dift — 66,252 -++- 60,529 — 21,065 —15,294 +-8,217 — 30, 75 
ee en ee ee ee bit 8.678 +4+105,864 +946 413,414 +5508 seer 1933 1,010,179 174,891 82,873 19,133 136,471 1,443,9 
Retail: 1933, 84,697,732; 1932, 1933 2,011,430 360,918 138,027 48,420 432,926 2,994,240 |] Worcester ....1932 997, 660 117,254 $3,888 22,698 160,150 1,410.84 
82,675,722: up 2.4 per cent. Gen-| *Petroit ...... 1932 1,159,312 263,774 135,922 24,888 456,707 2,667,774 os Diff +12,51 457,637 —1,015 —3,565  —24,679 + 33,108 
eral: 1933. 16.464.088: 1932. 11.944. Dis + 283.398 + 97,188 +2,105 _ + 23,532 28,781 _ + 326,466 1933 ey 111,847 52,132 11,813 95,566 921,95 
= sao , ’ ° rabaghete - F 1933 3,790 19,340 13,213 42,556 549,307 | Youngstown. ..1932 625,803 67,198 45,684 13,914 85,690 841,884 
696; up 37.8 per cent. Automotive: | Easton 1y3z 36,112 35,311 11,830 46,936 581,350 | Diff +20,588 +44,649 +6448 | —2,101 +9,876 + 80,067 
1933, 4,957,201; 1932, 4,990,464; down biff __+7,678  —15,971 +1,383 —4,380 32,043 1933 84,697,732 16,464,038 4,957,201 2,108,244 18,052,024 127,644,085 
ma Ee habit 1953 94,284 35,192 3,071 157, 266 923,880 | Totals .......1932 82,675,722 11,944,696 4,990,464 2,344,909 18,343,319 122,450,559 
0.66 per cent. Financial: 1933, 2,108,-| j) paso 1932 67,289 40,342 6,590 143,262 822,643 Diff +2,022,010 +4,519,342 —33,263 —226,665 —291,295 +-5,193,531 
244; 1932, 2,334,909; down 10.1 per Diff $26,995 —5,150 —3,519 +14,004 +101,23 
on 923 ae yo < <. 72016 , *“American Weekly” lineage included. 
e ‘ 9 193 509,140 112,90 43,145 9, 180,169 863,192 A. : ; 
cent. Classified: 1933, 18,052,024; ite 1932 186 603 71 ty 7 ans 10 os 216.394 837.568 1“Press Union,’ morning and evening, sold only in combination. Lineage of one 
1932, 18,343,319; down 1.5 per cent. , ; Diff 1.29537 ° 41.724 —1.214 of 108 — 36.225 25.624 edition, morning, is shown. 
Total, including legal, which is not 193 846 — “eu 39,796 30,434 ai. tie ise 499 gg gM morning and evening, sold in combination. Lineage of one edition 
rai nee , te “eet = tegpfod ° ies evening, is shown. 
ae : re » | Evansville .,.1932 771,327 87,124 30,509 27,671 143,711 1,071,512 %*Courier,” evening, and “Post,” rning ld i -ombinati »e@ 
os luded in any other eee Diff 74695 4.57'846 49/286 42/763 —"3'g01 4143 asi tania a ae morning, sold in combination. Lineage of 
1933, 127,644,089 ; 1932, 122,450,55 1933 301,856 54,915 27,349 4,997 40,049 435,58 *“Evening News,’ carries the same amount of advertising as the “Patriot.” 
up 4.2 per cent. Fall River ...1932 296,593 43,467 32,717 10,598 33,597 425, 422 5“Evening Appeal,’’ discontinued, effective July 1, 1933. 
ae biff t 4,963 +11,448 — 5,368 —5,692 __ +6,452 __+10,164 Pager age neg and evening, sold in combination only. Lineage of morn- 
hy 1935 31,811 187,430 34,548 9,459 1,046,959 | "3 Seeees Sy SS Onere 
- on ee ‘ Ps ” 46 mak or n° 7™ Journal” is an all-day paper. One edition only is measured 
M Ft. Wayne ...1932 97915 12 in 41,058 15,785 1,320,239 y asured. 
Conde Elected President Diff 247,701 20,306 —6,510 2—6, 326 . F =. —273,780 —Media Records, Incorporated. 
“ ° 99 . a7 — : , —— en - 
1933 664,744 a 369 63,003 10,538 Bi O89, 638 ae — 
of The Insurance Field Ft. Worth ....1932 701,933 137,045 64,628 9,609 1,058,501 
R. W. Conde, former vice-president, Ditt 37,189 426,314 +8,375 = ++ 929 431,187 M " e d t N O A B R e 
secretary’ and general manager of ‘oa . ee Bs,088 108. SF saree peas v3, 088 ars an y Oo * * ° . alses 
The Insurance Field, Louisville, has arrieburg hepa O46, 420 b1,066 6 d 198 je ‘ 
‘ Diff 65,070 $38,596 —7,849 +766 -38,383 
been elected president and secretary : ; mM ms — : a en Buck Commission Rate 
‘ id : 1933 1,197,445 216,701 65,616 7,024 1,734,090 3 
of a — Field —— Hartford 1932 1,086,087 131,631 61.091 60,320 507,998 ar a i 
publishers of the magazine, succeed- Diff 4-111,358 _ 485,070 —1,475 416,704 + 226,092 t t mpa gn 
ing Young E. Allison, Jr., resigned. 1933 1,149,808 251,675 87,908 29,128 1,816,078 eee P 
Other officers selected were: Ben | Houston .1932 1,138,808 188,645 58,883 21.462 1,773,641 eam New York, Jan. 17.—The rate of 
hy : ital Diff + 11,000 - 63,030 +.29,025 +7,666 - 1 42,437 ihe . Soa avs “—" 
P. Branham, first vice-president; M. Th eS he ss 3 i aa * 7 ” ST eee sara Chicago, Jan. 18.—A new national| Commission payable to members 0! 
. oo »* ~-v, ~,%e8 ‘ oO yJSo 2,0Vi, ss : > > Te ; sticing 
W. Davidson, treasurer; and Juliam | jygianapolis ..1932 9 1.3 194,870 111.582 41.348 81957 2 064549) advertising campaign, the first for|the National Outdoor Advertising 
gg oon gegen ent yl John Dift_ P22 __+30,243__ —19,253 9377 $10,026 + 242,580 this company in several years, will Bureau, effective with all business 
= 3 a was advanced to manag- ret 1938 676,801 56,170 31,768 160,820 1,044,876 be launched the middle of February beginning Jan. 1, 1934 or later, will 
> yr. Jat so e Pe ts Y4 «w«,o0b0 »~Ua@e ee ),s é a — : ” “ . 
ap Seen a Diff 4.54, 436 $6,127 —1,712 16082 461.338 |for Mars, Inc., Chicago, maker of | hereafter be 13 per cent instead 0! 
Me l Fi 1933 604,511 33,857 39,209 100,789 904,978 | Milky Way and other candy prod-|12, F. T. Hopkins, president of the 
New pa ail Firm Knoxville. 1983 sis2t 27.700 ya 828983] ucts, through Glen Buck Company, | Bureau, has announced. 
‘ ¥ . . — a an Pict a a ae oo = 6 68 : P ‘ * 7 “4 ; 
‘Sampson & Murdock, Boston, have 535 Tey RTT @2,778 609.698 2.926.899 | Which has just been appointed to} The N. O. A. B. is a non-profit co 
discontinued the direct mail “geo *Los Angeles.1932 ayers? etere 64,686 we 3,003,213 | handle the company’s advertising. operative organization, owned el 
3 yr ase ir 3 38 22,65 63,45 907 - 0,08 —76 : : 2 Sw , ry rertis 
0 oll aoe he amine ies an Meg Za aia 268 15,865 159 Se a. 300 The campaign, which according to|tirely by about 200 leading advert 
, . ce ne 2 2 JSO0,095 4 4 0,869 5S 5 7 o : . a . = ee in 
city Sitanbevion Two oben mem- ®*Memphis 966,664 166,731 23,104 197,732 1,425,278 present plans, will be built around ing agencies. It has no financial in 
bers of the Sampson & Murdock or- + 14,033 $51,537 __ 7,239 —38,417 8,991 | the use of full page units in national | terest in any outdoor plant, actins 
<" ; _ a 4 1933 1,578,701 18,257 85,9 69 271,29 2,276,463 ines wi : 4 “i é é aci reall 
vanization, John G. MeDonald and Milwaukee ..1988 1.426904 sana > e46 38 s70 254-776 + 64h bas magazines, will be inaugurated with Saray as a central placing hag me 
Cory Snow, will continue the direct birt 5 F81,805 423,361 = —1,401 + 16,522 —4255,120]4 Page in the Feb. 17 issue of Col-|for its agency members in the ou! 
mail work under the name of John ae ee 1933 16,3 196 40,819 16,464 139 161 Fi 960, 944 | lier’s, after which it will be expanded door advertising field. tesla 
‘ Nags . ~19s2 ‘ 3 . ) 87 2 * . ‘ ; . 7 33100 
CG. MeDonald « Co. Dift 90.079 1 49°343 F 0.654 . 50 _-33'066 , ts Hh to inelude other general magazines. The increase rate of commissl0 
H . ds As 7933 1,539,595. 307,500. 65 452,459 2,463,476 Insertions will be of the “series”| Will apply on all billing for poste! 
Morris eads Association | New Orieans..1932 1,674,370 219,106 ‘ 483,807 2,648,191] type, all pieces of copy carrying a] Service where the date of the begil 
iff —134,775 +88, 3! a wal male stan 
C. Vernon Morris, J. B. Linde Pa- | ——— “9538 a = i = ae = oe . a strong family resemblance, and all| ing of the full month of service * 
C 93: ,62 : ,206 . 799,235 ,554, Pay . <ins 
per Company, was elected president |*New York...1932 5,417,658 = 1,134,35 317,760 807.300 7 863.218|dramatizing the quality appeal.| Jan. 1, 1934, or later,” Mr. Hopkins 
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has been appointed to handle adver- - aa eae 1 it eee +8 7o6 416,196  +15,706 | Paring it with such articles as vio-| New Profits,” for Mohawk rer 
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ey ee 7 m ™* *hoenix .....1 se 611,169 79,175 55,486 9,999 142,88 Ww ri illi , wi 
Advertising of Merit Associated Diff _—-35,106 +7,926 —1,234 —2,740 +5831 —35'580 “poonthagenn ena A ~~, a Louis A. Pelton, formerly . 
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up newspaper campaign is planned. | | na teas +4 136 ~ Lyte ore 11,760 277,145 1,495,119 | dies. timore. 
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u a 1933 1,145,624 201,075 44,18 2 7 4 ; 
Daniel St . ith co. J Providence £1932 =1,126,167 138,438 ery Aang tt pba Epstein With Goldman May Advertise Kentuc y 
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january 20, 1934 ADVERTISING AGE 13 ie 
- aa Gl Retains 1. P. C . loped without the aid of a d wae 
= aser Retains |. P. C. P 1 N d veloped without the aid of a deputy | : ae 
CHMANN Baok d B dA u itzer ame administrator definitely assigned to Terhune On Radio < 
OOR an on ccount them, and since it was understood J ye Patent, Ltd., Newark, N. ae: 
: | A recent item reporting that the To Handle Code that all provisions of the codes had oe oo " new oe 
ing book and bond division advertising ‘ been ironed out to the satisfaction of hoo Best sore agg Why ra a 
Ly) ; 3 all concerned, the sudden appoint- - ory 
» Sees coe Company had ll d, th dd a dramatic cast headed by Albert 
83; n placed with Marschalk and Pratt ment of a deputy administrator to! pay Terh h : 
84 was erroneous, R. A. Faulkner of I — —- adr pee ernune, author of dog “a 
0 oye Nye cn algae ' handle them created much specula-| stories. a 
i HELP BAKER The advertising of this division| Washington, D. C., Jan. 18—While | tion here. akcal 
“a remains with Louis Glaser, Inc., Bos-| President Roosevelt intimated this} The two codes cover every phaseof| Sutton With McNamara 
5 a eee ton, while Marschalk & Pratt has been | week that he would soon find time to| the business of those engaged in the Charles J. Sutton, for ten y 
Hy : . nemed to handle advertising of the | carefully study the graphic arts code | production of printed matter and | .ccutive cnaainaian ae Boffale 
r Anniversary Drive Planned for Mulch Paper Division. and the newspaper code which have | “like products, services and pro-| aqvertising Club, has been named 
“ A : — been lying on his desk awaiting sig- cesses. vice-president of John E. McNamara 
Their Benefit Starts New Weekly nature for several weeks, Gen. Hugh | nen advertising agency, Buffalo. 
; ee ; S. Johnson announced the appoint- Names Bayless Kerr — , ; . 
Review Publishing Corporation, y 


; ; seas _, | Providence, R. I., will launch a new ee eee or ‘The Cleveland Liner & Mfg. Com- Taunton Names Agency 
New York, Jan. 18.- “Halling sales weekly publication, The Rhode Island | ‘)® S!- Louis 2 ost-ispaich, as €P’|pany has appointed Bayless Kerr The Taunton Oilcloth Company, 
for the baker is the advertising objec-| Review, Jan. 27. Henry T. Sampson, | uty administrator in charge of the| Company, Cleveland, to handle its ac- Taunton, Mass., has placed its ac- 
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‘ive of Standard Brands, Inc., in cele-|formerly of the Providence Journal, | »€wspaper and graphic arts codes. count. Business papers and direct |count with Lanpher & Schonfarber, 

prating the 66th anniversary of|is the publisher. Since the two codes had been de-| mail will be used. Inc., Providence, R. I. 
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Most of the anniversary advertis- 


ing, which will stretch through the ‘ 4 4 
summer months, will be devoted to y d = / 
the bakery trade, leaving the uM verliser C - Ctes 


28 [I weekly chain radio broadcasts and 


pe omumers | THE NATIONAL GEOGRAPHIC 


1.24 ' “Not just words, but action for the S> 

1) By baker” is the campaign slogan. ‘ 

1,350 Among the advertising aids are trade 

6,89 proadsides, employes’ lapel buttons, é LaCcOVETS * = 


‘os, [E. Visomatic talks for trade meetings, 
jin [radio tie-up window posters, dividend 


“ye ) enclosures to 90,000 stockholders, 
cay: E uew bread advertising campaigns, 
7,411 store cards and service tabloids. 


A calendar-like portfolio given to 

74 ' paker customers is the keystone of 

4,191 the tie-up material. It serves as a 
, 
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Teas wee 


ml 


ea 


2 @® calendar of anniversary events and 
» /® radio tie-ups and as a safe storage 
12,38 place for the lithographed window 


rh posters. 
398s Gives Daily Instructions 


310) i The portfolio starts with the Feb- 
ruary calendar in which are made 
50,067 suggestions on bakery goods to fea- 
14,089 ture each week as a radio merchan- 
3531 dising tie-up. To make sure that the 
baker gets the right poster in his 
f one / Window each week, a small illustra- 
tion of the one to use during the 
» week is shown in the enlarged Sun- 
se of Bi) day space. The month’s supply of 
posters, each of which can be re- 
'" moved by tearing along a perforated 
a line, is directly beneath the current 
» monthly calendar sheet and above & 
' that for the following month. 
—— —& ‘In date spaces are printed occa- 
' sional reminders to prepare for cer- 
tain coming promotions, sometimes 


several days in advance. In this} A delightful and profitable discovery, 
ite Way, on the sixth of February, 


lakers’ are advised to “ask your) he reminds himself, but not surprising. 
Fleischmann man about hot cross 
te ol buns.”’ 
rs ot Joe Penner’s Fleischmann broad- After all, shouldn't one expect such 
‘oa cast builds interest in the buns for Ps 
iness J that week. The 14th is inscribed as|things of the magazine that leads all 
: hay the “beginning of Lent and hot cross z A 
ido! @ profits.” The following day the|other million-circulation magazines in 
t the baker is urged to see the Fleisch- 
; mann man and again is reminded of 
it co- hot cross buns. On the 16th, he is 
| en told to feature hot cross buns all 


ertis through Lent and on the 17th, to buying power? 
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al in se basic sweet dough for hot cross 
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er Lectures Tell Story Immediate response—the essential goal 
Fleischmann salesmen personally 

ssion JH |* Uclivering a folder containing}for any searching advertiser—is fre- 

poster —s of radio tie-up inserts and 

: blotters. : is ms m 

a. ee quently claimed but less frequently 

ice is Panes 

kins Visomatie illustrated lectures car- 


‘ied the story of anniversary plans| Substantiated. He investigates further. 
trical ‘0 20,000 wholesalers and their sales- 


vate JB “" aside from employes of Stand-| He clears away the underbrush of hear- 
Jan. ‘rd Brands, Ine. To reach this num- 


i wil # .\" '*) projectors were employed.| say and digs for facts. He discovers that 
ness. “ isomatie story will be changed 

“regular intervals and this phase . . 
ee campaign continued. 44% of the National Geographic readers 
: ver 500 pages of trade paper ad- " " a de 
Nev @ ‘ertising will be used during 1934.)invariably and an additional 43% 


pe Each month a four-page insert on . 
arpet ewe’ stock will run in leading) ysually look through their magazine 
film 7: journals of the field. 
DAE tat Fi ene, Stresses the fact)the day that it arrives! He discovers 
‘* leischmann’s growth into a 
“Tse chain of yeast factories went ° . ‘ x R . Pre ‘i 
+t ‘and in hand with that of the bak- something else: He finds that every advertisement is Magazine. Investigate its proved ability to bring 
, “Ss dustry. This is the main rea- 
! S0n for : . . M4 . 6 ° ° a . 
< um for the campaign's concentration | able to repeat its selling message—that 82.83% of immediate response-_now! Your advertisements 
er of “ping the industry. ; 
, Bal: saNeaenceeie the readers refer to the current Geographic many in this thrilling magazine will reach a million 
: Gets Detrola Radio different times . . . Explore National Geographic spending families at surprisingly moderate cost. 
chy troit 2S Michelson Company, De- 
mmis tig res been named by Detrola Ra- 
ago Hi, POration to handle its adver- 
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ADVERTISING AGE 


January 20, 1934 


Two New Soups 
Get Headlines — 
From Campbell | 


Camden, N. J., Jan. 18.—The al- 
ready large advertising schedule of 
the Campbeil Soup Company will be | 
augmented to carry the news of two 
new products to the country’s house- 
wives—noodle soup with chicken, 
and cream of mushroom soup. 

The announcement campaign will 
begin with full pages in eastern 
newspapers, and sweep westward un- 
til the entire country has been cov- 
ered. Meanwhile, magazine copy, 95 
per cent color, will swing into the 
same story. 

Exhaustive consumer tests have 
been made on the new lines. Mush- 
rooms, long a favorite of the con- 
noisseur, have widened their mar- 
kets until there are tremendous po- 
tentialities for a mushroom soup of 
quality, the company believes. 
Noodle soup with chicken has long 
been a favorite of soup lovers. 

The two new products will divide. 
the space allotted to the new cam 
paign. Illustrations will show both 
soups ready to warm the inner man. 
and copy below will recite the special 
merits of each. 

The campaign is being prepared by 
KF. Wallis Armstrong Company, of 
Philadelphia. 


Buffalo Club Elects 


Harry W. Whitney, Larkin Com- | 
pany, Inec., was elected president of | 
the Greater Buffalo Advertising| 
Club at the annual meeting. Other 
new officers are: Joseph M. Boehm, | 
first vice-president; John Daniels, 
Jr., second vice-president; Neil D 
Callanan, treasurer; and Hoover C. 
Sutton, secretary. 


Typography Group to Meet 
The Society of Typographic Arts, 


Chicago, will launch its 1934 educa- | 
tional program with a meeting at the | 
“The | 


Newberry Library on Feb. 5. 
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NEWSPAPERS TELL OF NEW CAMPBELL SOUPS 
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CAMPBELL’S NOODLE SOUP 
with hearty egg noodles... 
rich chicken broth. - . 
tender chicken meat 
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Introductory copy for the two new items in the Campbell soup line 
which are now appearing in eastern markets. 


Detchon with Gunnison 
Irwin L. Detchon, formerly of the 


ymer McKee Company, Indianapo- 
own | 
,agency in Miami for several years, | 
\is now associated with Stanley E, | 
|Gunnison, Inc., New York, as an aec- 
count executive. 


and who conducted his 


Powers & Stone Named 


Powers & Stone, Inc., Chicago, has 


| 


Set Stage for 
Life Insurance 


Week in March 


New York, Jan. 18.—The institu- 
tion of life insurance will give the 
most comprehensive account of itself 


Parade of Type Personalities,” will | been named mid-west representative | that it has ever undertaken during 
be discussed by well known typog-| for Teras Citriculture and Grower & 


raphy experts. 


| Shipper, Harlingen, Texas. 
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When three advertisers 
make independent inves- 
tigations at the same time 
and find one magazine 
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THE NATIONAL BREWERY MAGAZINE 5.2.0" (eet & Powel Ine. New 


the week of March 19-24, according 
to Henry E. North, chairman of the 
committee of the Association of Life 
Agency Officers in charge of the 
“Financial Independence Through 
Life Insurance” observance on those 
dates, who today announced detailed 
plans for the week’s program. 
| “This is to be a ‘week,’” said Mr. 
| North, “which will have as its pur- 
pose not an intensive selling cam- 
paign but a purely educational and 
|} institutional end. All of the compa- 
nies and the National Association 
of Life Underwriters are cooperating 
in this single purpose.” 

Bruce Barton has written a pam- 
'phlet on life insurance which will 
be distributed widely during the 
| week by the agency forces of all 
| cooperating companies, it was re- 
| vealed. 

A national newspaper campaign 
built around the financial indepen- 
dence theme will be carried on by 
the committee, and all cooperating 
companies will coordinate their own 
advertising for the month of March 
to that theme. Numerous local tie- 
ups are also planned. 


Edward H. Sadie 
Joins R. L. Polk 


Edward H. Gardner has left the 
contact department of Benton & 
Bowles, Inc., New York, to join the 
consumer census department of R. 
L. Polk & Co. 

Mr. Gardner was formerly in the 
contact department of the J. Walter 
Thompson Company, Chicago office, 
and prior to that was in charge of 
marketing and advertising courses 
at the University of Wisconsin. 

Burke’s New Post 

kx. S. Burke has been appointed as- 
sistant general manager of the Kelly- 
Springfield Tire Company, New York, 
and placed in charge of all depart- 
ments, except factory operation. He 


was formerly vice-president of the 
Fisk Rubber Company. 


Liquor Firm Appoints 
The new wholesale wine and liq- 
uor importing firm of Duer & Con- 
nett. Inc.. New York, has appointed 


——, 4 


DECEMBER ADVERTISING LINEAGE IN FARM PAPERS 


(Exclusive of Baby Chicks, 


Monthlies 1933 1932) 
Country Gentleman .13,638 14,766 
Capper’s Farmer 8,909 6,918) 
California Citrograph 8,739 9,796 
Successful Farming 7,984 7,114 
Country Home wee. 6,045 5§,838 | 
Progressive Farmer and 

Southern Ruralist: 
Mississippi Valley Edi- | 
Se. cadaneesees i) xR e DO 6,630 6,189) 
Georgia-Alabama_  Edi- 
Se (eas bh eowk sic ele 6,604 6,119 
Texas Edition ........ 6,419 6,804) 
Kentucky-Tennessee 
SR cc ic bas .. 6,096 6,176] 
Carolinas-Virginia Edi- | 
Pe. ghanwedead ~oeee 6,053 6,522) 

AUR BIGIGIORS oe cccess 4,820 5,671) 
Southern Agriculturist 5,651 4,923 
Farm Journal ........ .. 8,640 4,274 
Western Farm Life ..... 3,280 1,943 
Southern Planter ....... 3,144 1,571 
Breeder's Gazette ....... 3,032 2,393 
Bureau Farmer ..-- 1,748 1,398 
Wyoming Stockman- 

0 ee eee 1,520 1,758 

Semi-Monthlies 
Missouri Farmer 9,900 8,551 
Oklahoma Farmer- 

ON ES ee ee 7,654 6,381 
Arizona Producer ....... 5,651 4,673 
Montana Farmer ....... 5,536 3,017 
Farm and Ranch........ 5,079 4,130 
Kansas Farmer (Mail and 

Eek olde eae he Os 4,784 2,821 
Utah Farmer ..... --- 4,778 6,280 
Missouri Ruralist . . 4,630 2,805 
Hoard’s Dairyman . 4,183 4,362 
Arkansas Farmer ....... 3,699 2,745 
Indiana Farmer’s Guide. 3,337 2,948 

Bi-Weeklies 
Wallace’s Farmer and 

Iowa Homestead .... 12,684 8,241 
*California Cultivator 9,203 15,843 


TOKALON PICKS 
U.S. AGENT FOR 
FOREIGN DRIVE 


New York, Jan. 18.—Following suc- 
cesstul tests of initial copy in Eu- 
rope, Fred J. Hamm, ‘vice-president 
of Thomas H. Reese & Co., Ine., 
has sailed for Europe to make an 
intensive survey of merchandising 
and advertising problems of the 
Tokalon Corporation, one of the larg- 
est cosmetic manufacturers’ over- 
seas. 

Results of the first test copy pre- 
pared by the agency for the Euro- | 
pean client brought a request from | 
the principal for a representative of 
the company to be present during | 
further tests. | 

Tokalon, owned by E. Virgil Neale, | 
who headed Nuxated 
country several years ago, plans a| 
$1,500,000 advertising campaign to} 
blanket every European country, | 
using only copy that has been tested | 
and proved before being released to} 
the general public. 

“The survey of actual business’ 
conditions in each country where the 
copy is to run,” said Mr. Hamm, be- 
fore leaving, “is absolutely essential 
to the productiveness of this type of 
advertising campaign.” 


Iron in this} 


To Be Placed in Europe 


Among the reasons for Tokalon’s 
selection of an American agency, it 
is said, is a distinctive handling of 
photographs and art work and at- 
tainment of a different slant in the 
copy from that ordinarily carried by 
the British and continental publica- 
tions. 

Reese will not place the copy. This 
will be done by European agencies 
employed by Tokalon, which will 
also do the translations. 

A romantic theme with a medical 
reason-why behind it appears fre- 
quently in the test material already 
submitted. To illustrate, one caption 
for Tokalon powder says “you’re in 
a beauty contest every day of your 
life,” and then tells how the product 
can remove blemishes. Some adver- 
tisements give general instructions 
for the care of the skin. 

Another advertisement, showing 


faces of three brides was excitingly 
captioned: ‘“brides...because they 


Livestock and Classified ) 


Monthlies 1933 1939 
Pennsylvania Farmer 8,363 6.17%, 
American Agriculturist.. 8,147 4,965 

Local Zone Advertising 2,700 4,51, 
Wisconsin Agriculturis 

and Farmer ...... R 7,858 7.596 
| Nebraska Farmer ....... 7,292 869 

Zone Advertising ..... 6,669 || 
*Washington Farmer ... 7,260 8 17% 
Farmer and Farm, Stock 

and Home: 

Minnesota Edition 7,228 7.499 

Local Edition ......... 4,772 

Dakotas-Montana Edi- 

CO ase beb wey +o ees 4,749 6,375 


Prairie Farmer: 
Illinois Edition 6,656 5,499 
Indiana Edition 3,825 4,949 
New England Homestead 6,333 5,68; 


*Oregon Farmer ........- 5,269 7, 64¢ 
SIGGNO PALMS? .. -svecess 5,075 6,427 
Rural New Yorker ...... 4,958 4,79 
Ohio PRFMOP 1.5 -scecns 4,794 3,88 
Dakota Farmer ......... 4,701 4,75 


Michigan Farmer 


Weeklies 
Pacific Rural Press ..... 18,637 17,808 
Weekly Kansas City Star: 
Missouri Edition ...... 10,080 4,959 
Kansas Edition ...... - 9,808 4,358 
Arkansas-Oklahoma 
ce ews va oe 80 8,576 4,358 
Capper’s Weekly ........ 6,552 7,414 
Semi-Weekly Farm News: 
Tuesday Edition ...... 4,791 1,914 
Friday Edition ....... 3,867 2,81) 


Dairymen’s League News 1,819 1,943 


*Published as weekly in 1932, hay. 
ing five issues in December of that 
year, as against two in 1933. 
—National Advertising Records, Pub- 

lished by The Advertising Record 
Company, Inc. 


dared face the...TRUTH. Three 
plain girls who triumphed over wo- 
men more beautiful.”” This was be 
cause they “dared—honestly and 
searchingly to look into their mir. 
rors and admit that their skins were 
dull, muddy and unattractive. Beauty 
of skin and romance go hand in 
hand.” 

Much weight is given “mousse of 
cream” content of the powder and 
the fact that the product does not 
clog pores or suffer damage from 
sun, wind, rain or perspiration. 


fulton Chain 


Levy Hits Big | 


Oil Companies 


Chicago, Jan. 18.—As the result 
of their specific inclusion in_ the 
provisions of a new chain store ta 
in Indiana, most of the major gas0- 
line producers are abandoning man) 
of their filling stations in that state 

Standard Oil of Indiana will dis: 
continue operation of 800 of its sta 
tions by Feb. 1, it has announced 
Most of these outlets are those 
which have been leased from it 
dividual owners and operated by the 
company. Such leases are bein¢ 
cancelled as quickly as possible. The 
company is also closing some of its 
own stations, but the number will 
not be large because of the difficulty 
of leasing the property for any other 
purpose. 

The Indiana chain tax applies 0! 
a graduated scale, starting at $3 for 
a single station and running up t? 
$150 per station for 20 or more. Mos! 
of the major companies will pay the 
top price if they continue to do bus! 
ness on the old basis. 

Most of them, however, will cur 
tail retail operations sharply, co 
fining themselves as largely as Pp 
sible to wholesale sales. Indicatio?* 
are that there will be a grand scrall 
ble for the business of the statio?s 
which are to be returned to the! 
owners. 


New Medium at Gimbel’s 


Publicity Consultants, Inc., Ne* 
York, representing American Tel-A¢ 
Corporation, manufacturer of a ™* 
chine for displaying miniature pos 
ers in rotation, is installing thes 
devices in Gimbel Bros., New Yor 
department store. Machines 4 
being placed on the back bar of th 
soda fountain and between elevate 
openings. 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Specialists in Sales Promotion of Electrical & Mechanical Products 


Chicago, Ill | 
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TUGWELL BILL 
DEBATED BEFORE 
CLUB DIRECTORS 


» Black's Substitute Wins Many 


with 
A! amas 


B advoc ate 


Endorsements 


Washington, D. C., Jan. 18.—An 
and an opponent of the 
Tugwe \|-Copeland bills appeared by 
invitation this week before directors 
of the General Federation of Wo- 
men's Clubs here. The Black bill, 
which has been referred to the inter- 
state and foreign commerce commit- 
tee of the house, was also discussed. 
w. G. Campbell, chief of the food 
and drug administration, took up the 
cudgels for the original bill in his 
talk before the women’s representa- 
tives. He asserted it does not seek 
ynusual or unreasonable powers for 
government officials. 
Clinton Robb, counsel 


for the 


> United Medicine Manufacturers, pre- 


sented his reasons for opposing the 


) pill, asserting that it would throw 
) into the discard the extensive body 


ee, 


» rience 


RCN eae oe 


— 


Fe RN ety 


Bing the 
© Association, 
© Retail 
) Manufacturers’ 


Ten 


hata 


S since its enactment.” 


of law built up by court decisions 
in food and drug cases. He argued 
that the results of 30 years’ expe- 
would be lost by entirely dis- 
carding the present act. 

The Copeland bill is expected to 
be advanced on its legislative jour- 
ney next week, definite steps being 


' taken to expedite it. 


The Black bill, introduced by Rep- 
resentative Loring M. Black, has 
been endorsed by representative or- 
ganizations in the drug field, includ- 
American Pharmaceutical 
National Association of 
Druggists, American Drug 
Association and 
many others. 

Rep. Black believes his' measure 
“preserves the basic structure of the 
existing act and the judicial inter- 
pretations which have accumulated 
He said the 
bill increases the scope of the orig- 
inal means to include control over 


Fcosmetics, advertising and health 
drives which have not heretofore 
been under the law. 

Regulation of advertising is lim- 


ited to representations of fact, ex- 
cluding matters of opinion. 

Dr. Rexford Tugwell is reported 
dissatisfied with the revised bill of 
Senator Copeland and “out of sym- 
pathy” with the Black bill. 


| Standards Opposed 


Philadelphia, Pa., Jan. 18.—While 
the revised food and drug bill intro- 
duced by Senator Copeland is a 
much better document than the orig- 
inal Tugwell draft, leading publish- 
ffs cannot accept the measure be- 
cause of one word, Charles C. Par- 
lit, research director, Curtis Publish- 
ing Company, told a public hearing 
conducted by the Chamber of Com- 
merce here Tuesday. 

“The whole fight,” he said, “hinges 
on the word ‘minimum’ before the 
Word ‘standard’ throughout the bill. 
The bill as it stands provides a mini- 

mum standard of goods, with provi- 

‘ions to establish standards above 

the minimum, labeled A, B, C,. etc. 
Manuf facturers would be required to 

‘abel their products according to this 

Standard.” 

The result of placing all products 
‘one or another of the groups set 
‘) Would be that the public would 

“educated to buy by this standard, 
'r. Parlin said. This “would destroy 
—“ Value of trade marks of many 

“lifacturers which have been built 

4nd supported by advertising.” 

_ Uther speakers at the hearing also 
, ‘td the bill wanting, while one, 

WV. E. Harrison, chemist, urged 

“aulati on of the cosmetic industry 

‘the interests of public health, and 
’ Suggested more complete con- 
of radio advertising. 

— 


___ Hearings Needed = 


New York, Jan. 16.—‘‘As now writ- 
the Copeland bill proposes a 

h saner piece of legislation than 

he orig inal Tugwell draft, but there 
‘ull room for further improve- 


trp) 
i 


ment,” 
vertising Federation of America, de- 
clared in an address over the NBC 
red network last weekend. 

“There should be another public 


hearing and thorough discussion by | 


representatives of all interested par- 
ties, including consumers,” he said. 
“There is no need for any rush, for 
this is no emergency legislation. 
“The advertising of foods, drugs 


and cosmetics makes up a sizable | 


proportion of the total advertising. 


Whatever regulations are passed for| part in its sales plans. 
advertising in those three industries | rial” 


! 
Edgar Kobak, president, Ad- | 


Roto Tabloid 
Strong Aid to 
Simmons Sales 


Chicago, Jan. 18.—With the busi- 
ness tide rising steadily, the Sim- 
mons Company, furniture manufac- 
turer expects the “Home Pictorial” 
to play an increasingly important 
The “Picto- 
is a twelve-page rotogravure 


may well be regarded as a precedent newspaper, tabloid size, which is dis- 


for other laws to regulate the adver- 
tising of all other products. That is 
a special reason why we should be 


tributed to the country’s homes 
monthly through dealers. 


About two of the twelve pages are 


very careful in setting up these reg-| devoted to Simmons advertising, but 


ulations and make sure they will be 
constructive.” 


it is couched in such terms that it 
brings many readers. into 


“our 


store,” the phrase usually employed 
to identify the paper with the dealer. 

The dealer's imprint appears on 
the first page as a further tie-up. 
One or more pages are usually de- 
voted to pictures of the children of 
readers, this feature having univer- 
sal appeal. 

The “Home Pictorial” is now 
about three years old. During the 
past year, the company decided to 
withdraw promotion for it, allowing 
it to seek its own level. That level 


proved surprisingly high, particu- 
larly in the east and south. Of 33 
Oklahoma trading areas, for in- 
stance, 29 are saturated by the “Pic- 


torial.” 


The price to dealers is slightly 
below production cost, the Simmons 
Company contributing the difference. 
One edition is distributed in Chinese 


Modernization of the 

home kitchen is dic- 

tated by taste, style 
and pride, 


MODERNIZATION as a principle is winning increasing accep- 
tance among food manufacturers. 
with reduced working hours, higher wages and processing taxes. 


makes modernization the profitable way around higher oper- 


DERN KITCHENS 


for distribution in Shanghai and an- 
other will shortly be printed in Span- 
ish for the benefit of South American 
retailers, 


“Wall Street Journal” 
Adds Hamilton to Staff 


Dow, Jones & Co., publishers of 
Wall Street Journal, have added 
Lloyd Hamilton, formerly with R. J. 
Birch & Co., to the advertising staff 
of their Pacific coast edition. 

Mr. Hamilton succeeds Otto Mauthe, 
who has joined the advertising de- 
partment of Pacific Lighting Cor- 
poration. 


Affliation to Meet 


The Advertising Affiliation, a group 
of advertising clubs within a radius 
of 200 miles of Buffalo, will hold its 


| convention May 18-19 in Toronto. 


The kitchen where food is made for volume consumption modernizes 


for different reasons. 


Here the 


impelling forces are 


consistent 


purity of product, reduction of costs and shortening of processing time. 


Our new order of things. 


Example of attention) 
given modernization by 


Food Industries editors 
in recent months. 


ating costs. There is no other way out except at the sacrifice 


of product quality. And to tinker with the quality of a food 


product is to tinker with the tastes of a finicky public. 


One of the several reasons for Food Industries’ keen reader 
following is the attention it gives this important matter of mod- 
ernization. There are, of course, other reasons, some of which 


we shall discuss in future advertisements. 


READERSHIP 
THROUGH 
LEADERSHIP 


Published by 
McGraw-Hill 
330 W. 42nd St. 
New York 


Continuous modernization helps pay 
Gividends "(Ody vas v'ss s ewes Ge ; 
Credit. nee ‘ed (ed) . fc... 6 cma chee ¥ 
Flour industry modernizes and reduces 
capacity, ie. Re, BOll sent Fie 
Four- veer rise vinegar plant modernizes. 
General Baking nose rand con- 


fish cakes. T. J. arroll yee biker 
It is your move now (ed) ........ 
New’ York's ice cream plants modern- 


ize. F. K, Lawler 
Obsolescence tod} 


ee ey 
ee a 


ston SHEE d eo oneescomeectce ses 
Soun. investment (ed) ...........4. 
meee ty Brands modernizes yeast 
DIANE os Fae b0 bod > 0.00 Ove SURES « 
Surpius capacity does not need modern- 
ising - (Od) 7d sc 0 6c KAS We oko wee 
Vegetable cannery modernized two 
years after it was built. S. H. 
COLUMNAR: 6 Ws ER aie 0 COP NTO ET ER! 
What to modernize (ed) ............ 
Who ought to Par Cod) Secs x 
Why modernize? (ed) .....4.. 0.0008 


High cost tee ae got to do (ed) 
Mechanize and modernize (ed) 


Modernizing for lower onsta (Dairy- 
men’s League). S. Stateler. 
re- equips. 


National Grain Veast Corp. 
H. King 


ee ae 


minimum space. D. B. Goldbere rg. 
Reduction of power costs in food pack- 
ing plant. N. Curtise®.) 20 ee» 


Research and er sieraisatiad A ed divi- 
dends in oil plant. Ralph Wechsler. 
What the brewery of the fabre will 
look like. Victor Buhr ..&..... 
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GOOD TEAMWORK 
EMPHASIZED BY | 
DOCTOR SCHOLL 


Chicago, Jan. 18.—As the advertis- 
ing department of the Scholl Manu- 
facturing Company, under the direc- 
tion of J. A. Wagner, launched one 
of the largest campaigns in the com- 
pany’s history, equally intense activ- 
ity was manifested by the sales pro- 
motion department, of which Arthur 
A. Starin is manager. 

The company’s latest window card, 
designed to remind the pedestrian 
that here is a source of supply for all 
of the pain-relieving products he has 
seen advertised in newspapers and 
magazines is appropriately entitled, 
“Helping America Regain Its Feet.” 
Further to tie in with the effort on 
which the attention of the entire 
country is centered, it was printed in 
the national colors. 

The new card, as well as the na- 
tional advertising campaign, was pre- 
sented to salesmen at meetings in 
New York and Chicago. The card, 
with a letter of instructions, which 
listed the products to be displayed, 
was dispatched direct to retailers. 
Salesmen, however, are expected to 
check on displays or their lack in 
making their rounds. 


RETURNS TO U & U 


William T. Cooley, until recently 

a partner in Wolff & Cooley 

Studios, Chicago, who has re- 

joined the Chicago staff of Under- 
wood & Underwood. 


Home and Woman's 
World. 

Scholl Manufacturing Company is 
introducing its Zino-pads in a new 
thickness as a further contribution 


to relieving the world’s foot troubles. 


Companion 


Uses Large List 


The advertising which will send 
those with foot afflictions to Scholl 
dealers will run in a large list of 
newspapers and an imposing array 
of magazines. The roll embraces 
American Magazine, American 
Weekly, Collier’s, Cosmopolitan, Coun- 
try Gentleman, Country Home, De- 
lineator, Farmer’s Wife, Good House- 
keeping, Household Magazine, Ladies’ 
Home Journal, Literary Digest, Lib- 
erty, McCall's, Motion Picture Unit, 
Photoplay Unit, Pictorial Review, 
R ook, Romance Group, Saturday 
Evening Post, Screenland Unit, True 
Story, Tower Magazines, 


Woman's 


Schautz Starts Agency 


| William A. Schautz, formerly with 
Howland, Oliphant & McIntyre, and 
Marschalk & Pratt, has started his 
own agency in Scranton, Pa., with 
offices in the Chamber of Commerce 
Bldg. Associated with Mr. Schautz 
are Howard W. Long, in charge of 
production, Dale Woodward, art di- 
rector, and Mildred Hausser, copy 
writer. 


Martin Named by Three 


Martin, Inc., has been appointed to 
handle the advertising of The Trus- 
con Steel Company, Youngstown, 
Hydraulic Pressed Steel Company, 
Cleveland, and The Truscon Labora- 
tories, Detroit. 


GAIN S—Lineage 


@ The Farm Journal again gains in lineage. 


@ The February issue, one of the best of recent years, gained 
13% in commercial lineage and 21% in classified and 


livestock over last year. 


@ Other recent issues have also shown gains, too, but 


February points the way. 


The depression is over !! 


G AIN S—Accounts 


@ The Farm Journal again 


gains in new accounts. 


@ For 1934 the backlog of booked business steadily increases. 
Brand new accounts, the return of old friends, and the 


continued use of space 


by 1933 advertisers, all show the 


new trend toward The Farm Journal. 


This past year 210 advertisers who have used The 
Farm Journal regularly for from 4 to 56 years re- 
newed their contracts. They stayed because it paid. 


GAI N S—Income 


@ Farmers in the PROVED FARM TERRITORY are the richest and 
most accessible, they also have the most money to spend, this 


year they have more than before— 
that’s another reason why so 
many advertisers have chosen 
The Farm Journal to carry their 
major farm schedules in 1934. 


@ Go after farm trade in The Farm 
Journal now. Join these advertisers 
who have “discovered” how easily 
and quickly The Farm Journal opens 
the door to the richest farm market. 


The Farm Journal cover- 
age is national—always 
has been and always 
will be. 

For 56 years The Farm 
Journal has advocated 
diversified farming. 
Today it is but natural 
our circulation should be 
heaviest in the 22 states 
known as the Proved 
Farm Territory. 


Let us tell you more about all this 


ATI 


rm Journal 


The 


New York 


arii 


Chicago 


Wilson, copy and production man 
article, 


Julia Glenn, a. m. 


at the offices of Liberty for 
Advertising Agency, 


married last week, will honeymoon 
can get away from business. . 

Paul Warwick, 
in Florida. . 


The departure of Walter Burn 


player. 


of Maurice 


appendicitis. 
show, captured a second prize. . 


in Englewood. . . 


over the sights in Havana. 
bother him. . 
and Hallett E. 
that name, are having an exciting 
zines for each other. 
hobby 
ADVERTISING AGE. . . 


The 


voice is no anti-climax, either. . 


It’s not for swank that Jimmy 


wearing a stick to the office. 


bone in the ankle. . 


Bradstreet executive. . . 


suddenly ill. 


B. A. 


the Pacific coast. . . 


Lew Green, copy executive at J. 
place near Stamford “Center Spread.” 
for temporary occupancy will be labeled “Rate-Holder.” 


Seems as if advertising men make good bridge players. 
Frohlichstein, advertising manager of the Angelica Jacket Company, 
St. Louis, was a member of the winning team in the St. Louis tourna- 
ment which closed last week. He plays the Culbertson system. . 


Arthur C. Hoskins, St. Louis advertising man, has been looking 


Getting Personal 


W. T., has named his new 54-acre 
The small house he is building 
. Stanley K. 


at Newell-Emmett, will have an 


“Seems Like It Is Better If You Don’t Know How,” in the 
February issue of the high-brow American Spectator. . 
of the Greenpoint Savings Bank of Brooklyn, 
the girl wonder of the bank advertising world, might have been a full- 
fledged diplomat by now if she hadn’t got homesick back in 1930 and 
tossed up her job at the American Embassy in Paris. . 

Herb Schaeffer is chairman of the dinner-dance of the Advertising 
Post of the American Legion at the Park Central Feb. 24. 
reservations. 
is Florida-sunning at the Miami-Biltmore. . . 
Ann Ross and Tracy H. Lewis, v. p. of Smith, Sturgis & Moore, 


Call him 
Louis H. Wolfe, Chase 


in Bermuda as soon as the groom 


. It’s a wonder Milton Schuler, Wendel 
P. Colton’s hard-working space buyer, doesn’t get mal de mer from all 
the sea-going accounts he handles. . 

heretofore a golf enthusiast, 
fishing in a serious way when he left last week for a month’s vacation 
. Harry Ireland, a. m. of the Health Products Corporation, 
has returned blushingly from his honeymoon. . . 


decided to take up 


does not mean that the bureau of 


advertising of the A. N. P. A. must get along without an accordion 
Allen Sykes, Walter’s successor, also plays one beautifully. 
Gene Castle, the film magnate, used to be a newspaper man, starting 
in where so many other good newspaper men did, in San Francisco. 
Charley Younggreen is back at his desk after being laid up for 
three weeks following a taxi crash. . 


. Elizabeth Needham, daughter 


Needham, Chicago agency man, got some good news at 
St. Luke’s Hospital, where she was recovering from an operation for 
One of Betsy’s pictures, exhibited at the Junior League 


Walter G. Hildebrant, president of the Gotham Advertising Agency, 
New York, married a popular advertising woman of Bridgeport Jan. 4, 
Miss Rose Florence Kiehl, of the Post and Telegram. 


They will live 


Harvey 


daily revolution hasn’t seemed to 


. Russell Buckout, Frank A. Munsey Company, New York, 
Cole, of the San Francisco firm of representatives of 


time collecting old copies of maga- 


They became acquainted and learned of the 
they shared through correspondence recently published in 


Kay Winn, BBDO writer, has a sweetly feminine, bottled-in-bond 
accent that warms the hearts of all Southerners. 


The owner of the 


. Carl H. W. Ruprecht, the agency 
man who recently became a. & s. m. 
pany, Roselle, N. J., spent some of the happiest hours of his life astride 
a broad, bay mare in Brooklyn’s old First Cavalry. . . 


of the Pulverizing Machinery Com- 


McMahon, Gardner account man, is 


He slipped on a rug and broke a small 
. Paul McElroy, BBDO executive in the General 
Motors unit, is very sick with amoebic dysentery. . . 

Not realizing he is old enough to have a son-in-law, friends of 
Otis Allen Kenyon were startled this week by the announcement of the 
engagement of his daughter, Elise, to Glen Marshall Wiggins, Dun & 


Ray Vir Den, v. p. of Lennen & Mitchell, successfully substituted 
last Friday when the singing star of the Tide Water Oil program fell 
The agency executive, a former operatic and concert 
singer, modestly told friends to mail their over-ripe vegetables in care 
of the station to which they were listening. . . 

(Ben) Bolt, Jr., sales manager, institutional department of 
Kraft-Phenix Cheese Company, Chicago, and his new bride, Martha 
Webb of Evanston, left Saturday for a six weeks honeymoon tour of 


Dates ee Shenton 


nee Color Rates Given 


In connection with the upward re- 
vision of advertising rates for Col- 
lier’s and Woman’s Home Compan- | 
ion, it is announced that the new 
rate for tint or two-color pages in 
Collier's will become effective with 
the Sept. 1, 1934 issue, and for four 
color pages and colors, with the Sept. 
15, 1934, issue. The change in the 
black and 
publication is effective with the Aug. 
25, 1934, edition. 


new rate for color pages and covers 
goes into effect with the November, 
1934, edition, and for black and 
white, with the October, 1934, edi- 
tion. 


Botthof Loses Daughter 


Shirley Botthof, 16-year-old daugh- 
ter of Walter Botthof, president of 
Standard Rate & Data Service, Chi- 
cago, died in a Chicago hospital Jan. 
15 after an illness of several weeks. 


Miami Beach Has Tabloid 


A new tabloid daily newspaper, the 
Tribune, has been started by Oscar S. 
Palmer and Lawrence Schwab at 
Miami Beach, Fla. The first issue 


appeared Jan. 6 


white page rate on this | 


On Woman's Home Companion, the | 


Robbins and Braun Are 
Promoted by General Food 


General Foods Corporation has an- 
| nounced the election of William M. 
'Robbins as vice- -president of Walter 
| Baker & Company, Inc., Dorchester, 
| Mass., to succeed George H. Kelley, 
/superintendent in charge of produc- 
| tion, who has taken charge of Gen- 
|eral Foods manufacturing operations 
in Los Angeles. 
Sidney Braun, superintendent of 
|the Maxwell House Coffee, Sanka 
| Coffee, and Jell-O plant in Califor- 
nia, has taken Mr. Robbins’ place as 
|assistant to the vice-president in 
charge of manufacturing. 


Two Publishers Move 


National Register Publishing Com- 
pany, publisher of Standard Adver- 
tising Register, and The Advertis- 
ing Record Company, publisher of 
National Advertising Records, have 
both moved their New York offices to 
the McGraw-Hill Bldg., 330 W. 
42nd St. 


With Radio Station 


David Heenan, formerly with Bow- 
man, Deute, Cummings, San Fran- 
cisco, has been appointed publicity 
director for radio station KHJ, Los 
Angeles. 


B. M. Shepherd 
New President 
Of Farm Papers 


Chicago, Jan. 18.—B. Morgan Shep. 
herd, Southern Planter, Richmond, 
Va., was elected president of the Ag. 
ricultural Publishers Association at 
a meeting of the board of directors 
here yesterday. Mr. Shepherd sy. 
ceeds W. C. Allen, Dakota Farmer, 
Aberdeen, S. Dak. 

P. E. Ward, Farm Journal, Phila. 
delphia, was elected vice-president; 
C. V. Gregory, Prairie Farmer, Chi. 
cago, secretary; and Dr. Tait Butler, 
Progressive Farmer and Southern 
Ruralist, Memphis, treasurer. 

Victor F. Hayden was re-appointed 
executive secretary and Neff Laing, 
Pennsylvania Farmer, Pittsburgh, 
was elected a director. 

Most of the farm publishers are in 
an optimistic frame of mind as the 
result of recent lineage improve. 
ments. While they believe the farm 
papers will continue to share in re. 
turning prosperity, Mr. Shepherd, 
the new president, emphasized the 
necessity of doing a better selling 
job than heretofore. 


L & N Account Still 
Handled by Gardner 


An item in the Jan. 13 issue of 
ADVERTISING AGE, which reported 
that the advertising of Louisville & 
Nashville Railroad Company had 
been placed with the Chicago office 
of Lord & Thomas, was erroneous. 
The L & N account, which has been 
directed by Gardner Advertising 
Company for several years, continues 
with that agency. The Louisville of- 
fice of Gardner is in charge. 


Moves Offices 


Dance Management is now located 
at 333 N. Michigan Ave., Chicago. 
New York offices will be opened Feb. 


lisher of this new business paper. 


1. J. Carleton Gunderson is pub- 


$6,500,000 


was made available 
for immediate distri- 
bution in the pay-off 
attending the reopen- 
ing of Akron's largest 
bank on January 15, 
1934. 


AKRON TIRE 
SCHEDULES UP 


With the highest Jan- 
uary employment for 
many years, Akron 
tire makers predict 
continued increases in 
employment and pro- 
duction for the next 
six months. 


Akron 


Beacon Journal 


A Metropolitan Newspape’ 
in a Highly Responsive 
Market 
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0. CONTEST IS & 


_ F 

UNDER OIL COD 

i, 

5: ; : 

" Continued from Page 1) 

rs The government asks an injunc- 

¢ He son against the radio program upon 

Pr, which Ruth gives advice on playing - g 
paseball and tells how to win numer- 

a- HB ous prizes, including baseball equip- 

t; ment and trips to big league train-| 

hi- ing camps. The government also | 

er, seeks to prevent further advertising 


rn of the contest through newspapers, 


= 4 
| posters, and “Babe Ruth’s News: @ 
ed paper,” which is distributed to lis- [ A $ 
Ng, » teners. 
-), [| The government contends that the 
7 provisions of the contest, which re- 
quire youngsters to get coupons from 
the stations which must be passed out 
and returned to stations by others in 


order to count in the prize distri- 


: pution, Violate rules 16 and 17 of 
bes article 5 of the oil code, prohibiting 
re prizes or the granting of special in- Oo 
a _ ducements to prospective purchasers. @ 
Other Action Indicated 


Pointing out that the government 
had warned Standard Oil Company 
to discontinue the contest, and that 


ter the company had refused to do so, 4a 

of government officials said that numer 
"ted ous other suits under the oil code ’ oO 
e & would be brought if similar warn- 


had ings were not heeded. The govern- 
fice ment’s action was filed in behalf of 
iS. Harold L. Ickes, Secretary of the In- 


peen terior and oil administrator, and 


sing Homer S. Cummings, Attorney Gen- / 

nues eral. 

e of- The District supreme court or- ao oO 
dered the company to show cause 


why an injunction should not be 
granted, and set Jan. 30 as the date 
rated for hearing. 


cago. 


mb il To Fight Case N. Ove | / 4 ; O oF, 0 


New York, Jan. 17.—Officials of 
the Standard Oil Company of New 
Jersey indicated today that the gov- 
ernment’s suit to prevent further ad- 


vertising of Babe Ruth’s prize con- 
test will be fought to the end. dl 

The contests do not violate the oil eo 
code, they contended, and the prizes @ 


are offered “not as a price conces- 
sion or in any way in connection 
with sales, but in pursuance of a 
; legitimate advertising program.” 

“I’ve got half a million kids in my 
club now,” Babe Ruth declared, “and 


f | can’t see why the government Te 4f Y 
wants to stop our radio program just a oO 
" because we're giving them a few 
prizes to keep them interested.” 


q Will Hold Premium 
Exposition in May 
With the premium code situation 


a 
‘larified, plans for the fourth annual © 
National Premium Exposition and 
Convention of Manufacturers Mer- 
thandise Advertising Association at 


I 


the Palmer House, Chicago, May 7-11, 
were announced this week. 
Manufacturers and users of prem- 


. z wd bo 
‘ums included on the exposition com- 

" mittee are: Irving W. Schwartz, MVAU ‘4 Si: Eclea 
‘hited Profit Sharing Corporation; 

- James W. Reily, William B. Reily 


« Co., Inc.; F. L. McCabe; L. H. Ny- 
n ‘agen, Aluminum Goods Mfg. Com- 


* 
bany; Jane E. Condit, Nestle’s Milk _ ~ 
ot Products, Ine.; Frank Goetz, Otto 
voetz, Inc.; W. O. Porter, Premium 
in “ervice Company. r 


O- rany; N. L. Stevens, Stevens & Han- 
‘ver, Inc.; Sig Engelberg, Eagle Pen- 
xt ‘| Company; Saul Ginsberg, Re- 


Public Enameling & Stamping Com- 
vay ; W. J. Rostern, Borden Sales 
“mpany and M. H. Richards, Col- 
“ate-Palmolive-Peet Company. 


Morgan Gets Two Accounts 


\ The Morgan Advertising Company, 
.usfield, Ohio, has been named by 
“luton Mfg. Company, Findlay, 
er - 0 and National Lime & Stone 
4 ™Pany, also of Findlay. 


Meermans In New Post 
foward Meermans, former vice- 
any “tt of Paul Teas, Inc., Cleve- 
_ has joined McCann-Erickson, 
~~ 4 an account executive. 
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ADVERTISING AGE 


225 N.MICHIGAN AVE 


Boston, 


The STATION of the MILLIONS with MILLION$ to spend 


The Case System 
in Advertising— 


Recent conversations 
ing architects disclosed some in- 
teresting facts concerning their 
response to architectural adver- 
tising. 
generalities 
copy. That is why ARCHITECTURE 
is edited for the architect—result 
—circulation stability. Would you 
like to know what the architects 


have to say about securing their 
attention? 
PUBLISHERS 


Charles Scribner's Sons 


FIFTH AVENUE AT 48TH STREET 
New York — Also Chicago, Cleveland, 


STA.4047 

919 N. MICHIGAN AVE 
JUP. 2621 

221 N.LA SALLE /TREET 
RAN. 3270 


No. 9 of a series 


with lead- 


They complain of restless 
and unprofessional 


Pittsburgh, San 
Los Angeles 


Francisco, 


10 of the..... 
rst 


1934 New Cars 
Were Announced 


over KS TP! 


IN 2 cases the Factory 
chose K ST P 


IN 3 cases the Agency 
selected K S T P 


IN 2 cases the Distributor 
demanded K ST P 


IN 3 cases the Dealer in- 
sisted on KS T P 


It’s a FACT.... 


that when the selection is 
left to the man who must 
actually sell the product in 
this territory, the choice is 


inevitably K S T P. 
It’s aJFACT.... 


that KSTP "concentrates" 
its coverage—and occupies 
the leading position—in the 
Northwest's Metropolitan 
Area of 1,142,000 popula- 
tion which "spends 75c out 
of every dollar’ in the 
state. 


K STP 


MINNEAPOLIS—ST. PAUL 


GIMBEL SURVEY 
SHOWS A SWING 
TOWARD QUALITY 


New York, Jan. 18.—While it is 
impossible to attribute the fact that 
current sales of Gimbel Brothers, 
Inc., are galloping along well ahead 
of those for January a year ago to 
results of a consumer study covering 
40,916 housewives in four cities, ex- 
ecutives feel certain that it in 
some measure responsible for a de- 
cided improvement in their business 
and are willing to call the research 
a true success. 

What the firm sought to learn in 
ringing doorbells was a definite in- 
dication of public buying in January, 
at what prices and in what quanti- 
ties it would buy and whether house- 
wives, accounting for 82 per cent of 
the volume of money spent in retail 
channels, were planning, out of pa- 
triotism or for other reasons, to 
spend more per article than formerly 


is 


to cover price increases caused by 
the NRA. 
Information produced in this re- 


David Houser and Asso- 
York, Philadelphia, 
Pittsburgh and Milwaukee guided 
Gimbel’s buyers and merchandise 
men in vreparing the January sell- 
ings, which they called “Your Bar- 
gain Sale,” because items featured 
had been asked for in advance. 


search by J. 
ciates in New 


Low Prices Favored 


In most cases the consumer inten- 
tion is to buy at previously existing 
low price levels, the study indicated. 
This means purchase of merchandise 
having the same utilitarian value but 
less adornment. 

This does not in any way detract 
from the administration’s record of 
achievement in fulfilling NRA aims, 
Gimbel executives hasten to add. Re- 
employment of several million work- 
ers in the past vear is in itself suffi- 
cient to qualify the recovery plan as 
a success, they say. 

Sales 
weeks are 


increases of the past few 
traced principally to the 
market resurrected by re-employ- 
ment. Gimbel’s do not feel that wage 
increases under the NRA will bring 
any immediate expansion, a 
fact indicated in the survey. 

Interviewing was done by trained 
interviewers making face-to-face ap- 
proaches. No mailed questionnaires 
whatever were used. 


sales 


Aside from obtaining information 
relating to merchandising problems 
and used in preparing the January 


“Your Bargain Sale,” the interview- 
ers sought out epinions of both men 
and women in New York alone on 
certain aspects of the money prob- 
lem. Concerning merchandising prob- 
lems only women were questioned. 

Details of the merchandising sur- 
vey have not been made public, but 
those concerning the other part of 
the study were announced fully, and, 
in summary, indicated public ap- 
proval of the administration’s recov- 
ery policies. 

Ask for Quality 

“People generally are aware of 
price increases,” a report of the sur- 
vey states. “A substantial percent- 
age believe that they are necessary; 
and there seems to be a definite em- 
phasis upon quality in merchandise 
as a more and more desirable thing.” 

Large space in newspapers of 
cities in which Gimbel stores are lo- 
cated was used to announce the 
“Your Bargain Sale” and to call at- 
tention in a general way to the 
method taken to ascertain what mer- 
chandise, price and quality the con- 
sumer demands. 

Advertising stressed the fact that 
this is the ideal method of obtaining 
the merchandise desired. 


Gets Bio Vegetin 
Bio Vegetin Products, Ine., Chi- 
cago, maker of Bio Vegetin, a vege- 
table food for infants and invalids, 
and VegeMucene, has placed its ac- 
count with K. H. Dixon & Co., Chi- 
cago. Medical journals are being 


used. 


TESTS FOR LOTION 


Ends toughest beards 
Try this new, easy way! 


limp, soft, easier for your razor 
to cut. Razor blades last 3 times 
as long, and you shave in « 
fraction of the usual time 

Get Razalon at once from your 
druggist. Costs less than cent 
a day to use. Absolute satisfac 
thom is guaranteed or your money 
Rasalon wilts 


ls shaving agony for you? Does 
your razer torture your face no 
matter what shaving cream or 
blade you try? Then here's great 
news for you. An amazing new 
extract from fruit actually takes 
all pain, sting and irritation out 
of shaving . . . Razalon, as this 
back. Remember 
hair instantly. 


remarkable extract is called, wilts 
beards in 3 seconds, makes hair 


RAZALON 


THE AMAZING NEW WAY TO SHAVE 


Typical copy in newspaper test 
campaign being conducted in 
Pennsylvania and New York by 
Thomas H. Reese & Co. for 


Razalon Corporation, Paris, France. 


NEW DISCOUNT 
PLAN ADOPTED 
BY COTY, INC. 


New York, Jan, 18.-—Retail prices 
will be the basis for a new dealer- 
payment system just adopted by Coty, 
Inc., which has been working toward 
this end for several years. Under 
the new arrangement, dealers work- 
ing on a unit plan will receive dis- 
counts of 33!4 per cent. 

Coty has been one of the most con- 
sistent campaigners in its industry 
for the upholding of prices, even 
when this policy at times threatened 
to bring it into conflict with some 
of the government bureaus. 

In 1932, it abolished wholesale out- 
lets, replacing them with a limited 
number of specially appointed Coty 


sales agents located at strategic 
points throughout the country. The 
purpose was to prevent Coty prod- 


ucts from reaching undesirable out- 
lets and to insure proper mark-up 
and fair profit for dealers. 

The following year, 1933, the com- 
pany announced that the new policy, 
aiming at stabilization of price 
through control of distribution, had 
proved emphatically successful. 
Wider acceptance of Coty products 
was reported both by dealers and the 
public. 


New Price Policy 

“Now, with satisfactory prices a 
gratifying certainty,’ said the com- 
pany’s latest announcement, ‘‘Coty’s 
sales policy makes possible a new 
price policy. From now on, Coty’s 
prices will be on the basis of the re- 
tail quotation. with discounts of 3314 
per cent to the dealer working on a 
unit plan. 

“This is the climax to Coty’s two 
years of preparatory constructive en- 
deavor. It is a most opportune move. 
Now, with business conditions favor- 
able, stocks clean and well balanced, 
the dealer is able to capitalize on the 
stability of Coty’s price structure. 
The new price policy promises the 
dealer unwavering endeavor to make 
possible consistently fair mark-up 
and full profit—-day in and day out, 
all year through.” 

The company added that strong 
national advertising will continue to 
make the women of the country con- 
scious of Coty quality. It ended with 
this significant summary: 

“Coty’s high plans for 1934 point 
to the good of the legitimate and de- 
sirable dealer only. Accounts which 
do not respect the Coty policy will 
not be served by Coty!” 


To Mesuns Asheville Drive 


Jerry E. Hughes, manager of the 
Asheville plant of Southern Dairies, 
has been named chairman of the 
joint Chamber of Commerce-City 
Council committee which will han- 
dle the newspaper advertising for 


the city of Asheville during 1934. 


ALMOST 50% OF 
SHOW VISITORS 
TO BUY AUTOS 


Detroit, Mich., Jan. 18.— Almost 
fifty per cent of the persons who at- 
tended the New York Auto Show in- 
tended to buy a car “now or in the 
near future,” according to a survey 
conducted at Grand Central Palace 
under the direction of Emerson J. 
Poag, director of merchandising and 
advertising, Dodge Brothers Corpora- 
tion, results of which were an- 
nounced this week. 


Interview 1,000 


The survey was undertaken on two 
separate week days, in order to in- 
clude show visitors of average in- 
terest rather than crowds making the 
exhibit the object of a week-end ex- 
cursion. One thousand persons were 
interviewed, care being taken to ap- 
proach them as they were inspecting 
high, medium and low-priced ex- 
hibits. 

To the first question, “Do you own 
an automobile now?” 826 persons an- 
swered in the affirmative. 
ond question, “How long have you 
had your present car?” brought these 
results: The 826 owners said 
possessed 926 automobiles. 


999 


a year, 227 one year, 232 two years, 


six years and over. 
Many Are Prospects 


The third and most important ques- 
tion, “Have you in mind buying a 
new car, now or in the near future?” 


owners. 

Of the show visitors interviewed, 
441 replied “yes” and 509 said “no,” 
with an even 50 confessing to being 
undecided. Of the 441 admitting their 
state of being prospects, 52 figured 
that they might buy during the auto- 
mobile show; 220 planned buying 
within periods ranging from one to 
six months, and 160 calculated they 
would be in the market in from 
seven months to a year or later. 


The sec- | 


they | 


Of these | 
cars, 125 had been driven less than | 


133 three years, 60 four years, and 91} 


was asked alike of owners and non- | 


emer — ne 


Represent Texas Daily 
The Palestine, Tex., Press hag » 
pointed Burke, Kuipers & Mahone, 
Inc., to represent them in the ha 


| tional field, effective Dec. 1. 


Joins Four A’s 


Pedlar & Ryan, Inc., New York 
has been elected to membership ;, 


the American Association of Adver. i : 


tising Agencies. 


Pick McCord Agency 
Advertising of McConnon & ¢ 
Winona, Minn., makers of foods ay 
toilet preparations, has been place 
with The McCord Company, Minn, 
apolis. 
are being used. 


Publications Merge 


Lighting and Lamps, published }y By 


Krieger Publications, New Yor; 
have been merged as Lighting wi 
which is combined Lamps. 


Gives Wine Book 


“Civilized Drinking,” by 
Street, author of ‘Where 
Dines,” has been reprinted from Re 
book, and may be had from the py 
lishers upon request. 


You 


need thil 


Te Aek mame oe 


Econo-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


January 20, 19% 
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your daily newspaper. 


tion every week ! 


Start The New Year Right— | 
With Your Own Copy of | 
Advertising Age!.... 


Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


SE oie cia ear kes 
Company .. 
Street No. . 


ee 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 


a 


$1 a Year .. 52 Issues 


USE THE COUPON 


I enclose 


$4 66O6666646469609° 


66908028969 98? 
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Lawrence with | 
“Review of Reviews” 


Joseph Stage Lawrence, formerly | 
, the Econostat, has joined | 
iews, New York. ; 
He will contribute discussion and 
retation of business, financial 
q economic subjects, and the pub- 
~ will also feature his unique 
method of presenting statis- 


Picks Billingslea 
the Florida Grower, Tampa, Fla., 
pointed J. C. Billingslea Com- 
Chicago, as western representa- 


try to write “smart” copy nor 
even use “art” in calling to 
the attention of the advertising 
and allied industries the many 
unusual facilities of The Hotel | 
Shelton in New York. 


WE WILL 


| give these simple facts. The 
Shelton is a modern hotel of 32 
| stories. In the heart of the so- 
| called advertising center, Lex- 
| ington Avenue at 49th St., a 
| few minutes walk from the 
Graybar, New York Central | 
Chrysler, Chanin, Daily News, 
Rockefeller Plaza and _ other 
important buildings. 


Prominent agencies, represen- | 
tatives, publishers, typographers 
and printers are all conveni- 
ently located. 


The Shelton is not a typically 
commercial hotel. It possesses 

a charming continental at- | 
mosphere. Rooms are cheer- | 
fully cozy. Daily rates as low | 
as $2.50. Monthly rates begin | 
at $45.00. | 
And here is something extra— | 
at no extra tariff—guests are 
privileged to use the famous 
Shelton swimming pool, the 
gymnasium, squashcourts, roof 
garden, library and solarium. 


LUNCH HERE! | 


with your associates. A delight- 

ful lunch for 55e. Dinner and 

Dance Music $1.00. 
Cocktails 25e, 30¢, 35¢ 


That’s the complete story. Now 
we'll appreciate it if you will 
tell our Mr. Pedlar, that you 
plan soon to see if all this is 
really so. Make a date now by 
Signing your name to the cou- 
pon “of all things to ask an 
‘ad’ man.” 


HOTEL 


SHELTON 


Lexington Ave. at 49th St. 
= NEW YORK 


MR, PEDLAR, 

Hotel Shelton 

exington Ave.-49th St., N. Y. 
Sounds Good! Sure I'll be over. 


“EVERY YEAR A VINTAGE YEAR” acme 
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NOT YET DEAD, 
RETAILERS TOLD 


(Continued from Page 1) 


tions from buying to selling, and ad- 
vised merchants to adopt a course of 
training for all sales persons which 
would give them the executive view- 
point. 


Reporting on results of a national 
survey, R. G. Parker, advertising 
manager, W. T. Grant Company, New 
York, said there was no indication 
that the amount of shopping done on 
Saturday had decreased, although 
some tew store managers had re- 
marked about slight comparative in- 
creases in Saturday morning busi- 
ness, indicating that more consumers 
desired to take advantage of Satur- 
day afternoons for leisure purposes. 
He noted a possible exception in the 
New York City market, where other 
authorities have said there is a defi- 
nite falling off in Saturday buying of 
merchandise. 

Noting the trend toward the use 
of specifications in advertising, 
Robert Amory, Nashua Mfg. Com- 
pany, Boston, expressed the hope 
that honesty in advertising would 
not complicate it beyond the con- 
sumer’s understanding. 

“If specifications are only partly 
stated, they leave the door open to 
evasion, quality cutting and decep- 
tion,” he continued. 


Must Watch Codes 


“In all government department 
specifications the most important re- 
quirements are workmanship and the 
reliability of the maker. The only 
fully adequate tests are those of time 
and use. If a maker puts his trade 
mark on an article and it has become 
known over a period of years, there 
is true assurance of the hidden quali- 
ties of durability and service.” 

Paul H. Nystrom, professor of 
marketing, Columbia University, and 
president of the American Market- 
ing Society, warned the retailers to 
watch the effect of manufacturers’ 
codes on their interests. 

“Under the cover of the NRA the 


pd poo ( ) dinner () room |Tl leaders of some industries are at: 
OS Oe gd tempting to establish conditions of 
Address ............................. || market control hitherto unheard of in 
<< —If|this country,” he said. “They not 
i  — 


DIRECT TO 
THE HOME 


Organization. 


MASS PLAN ADVERTISING 


This is the new name for direct-to-the-home distribution of 
advertising and sales promotion literature. And . . . Big 4 
is the name of Chicago's outstanding distributing and sampling 


| ADVERTISING CARRIERS 


20 EAST 8'"ST. CHICAGO 


only want 
their own 


to regulate and to reform 
industries but also to re- 
make the channels of distribution 
through which their goods pass to 
the consumer. 

“Among the provisions found in 
manufacturers’ codes, both proposed 
and accepted, are price fixing at 
wholesale and retail, radical re- 
visions in terms and discounts, the 
elimination of customary conditions 
of cooperative advertising, restric- 
tions on justifiable return of goods 
to sellers, prohibition of consign- 
ment selling, levies of code operating 
costs on retailers through requiring 
purchase of insignia, labels and other 
material from manufacturers, and 
changing shipping arrangements 
which experience has shown to be 
most practical.” 


Nash to Brewer 
Frederick W. Nash, formerly with 
H. J. Heinz Company, Arbuckle 
Bros., and Thos. J. Lipton, Inc., has 
been appointed sales manager of 
Kingsbury Breweries Company, Man- 
itowoc, Wis. 


Wheeler With Boone 


Franklin C. Wheeler, formerly with 
the general advertising department 
of Hearst newspapers, has joined the 
Rodney E. Boone Organization, New 
York. 


Gets G olf Ball peer 


Acushnet Process Company, New 
Bedford, Mass., has appointed Hir- 
shon, Garfield & deGarmo, Inc., New 
York, to handle its 1934 advertising 
of Acushnet golf balls in magazines 
and class papers. 


ADDS CHEER TO CALIFORNIA OUTDOOR ADVERTISING 


Most Detested 
Duty in Homes 


Cleveland, O., Jan. 18.—A fortune 
awaits the individual who can elim- 
inate or lighten the burden of wash- 
ing dishes in American homes, if a 
study just completed by Edwina No- 
lan, home service director of the Gen- 
eral Electric Institute, is typical of 
the opinions of all housewives. 

Miss Nolan’s study, which com- 
prised interviews with 1,000 house- 
wives in northern Ohio, revealed that 
of all household tasks washing dishes 
is the most onerous, with laundering 
a close second and housecleaning oc- 
cupying third position. 

Husbands, too, find dishwashing 
irksome, Miss Nolan says, with 39.5 
per cent of those interviewed claim- 
ing that they help their wives at the 
task, and all of them declaring em- 
phatically that they detest it. 


Joins McCann-Erickson 

Charles’ E. 
with Street Railways 
Company, New York, 
Advertising Company, 
joined the New York 
Cann-Erickson, Ine. 


Townsend, formerly 
and Eastern 
Boston, has 
staff of 


Brewer Appoints 
Lanpher & Schonfarber, Inc., Prov- 
idence, R. I., have been appointed to 
handle the advertising of the Enter- 
prise Brewing Company, Falls City, 
Mass. 


TAKING EATERS BEHIND THE SCENES 


BEHIND THE LINES 


mR BLANCHARD WALDORF 


Sefeguards Every Restaurant Equipment 
Waldorf Petree Specially Made 


% WALDORF NEWS LETTER @ 


~@ ~~ MANY OPERATIONS INVOLVED BEFORE 
YOU RECEIVE YOUR WALDORF SPECIAL 


OF THE WALDORF 


Parchasing Finest Foods 
and Modern Cooking 
Requires a Huge Staff 
HIGHLY TRAINED EXPERTS 
WORK DAY AND NIGHT 


Unusual large size newspaper copy which the Waldorf System, east- 
ern restaurant chain, is running during January and February. 


Goulston Company, Boston, is the agency. 


Advertising 


Me- 


Classified 
Advertisin 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


$500,000 Sales EVERY YEAR for 
past 5 years—entirely by mail. My 
letters did it and are doing it now. 
Thoroughly experienced in supervi- 
sion, production, layouts, folders. 
Proven ability, backed by actual sales 
figures, qualifies me to put new life 
in your business. College education 
—29—remuneration to be determined 
by results I can get for you. Box 
421, ApveRTISING AcE, Chicago. 
~ Pittsburgh advertising man wants 
bigger opportunity. Ten years with 
present organization. Experienced 
manager but will consider any good 
marketing job. Age 38. Proven 
creative ability. Thorough knowledge 
of production, media, sales promotion 
—retail, wholesale and mail-order. 
Box 420, Apverrisinc AGE, Chicago. 
~ Seasoned advertising man will sub- 
mit ideas and prepare display copy 
gratis for a manufacturer as test for 
future employment. Box 422, Apver- 
risinc Aor, Chicago. 


Budd Moves Office 
The John Budd Company, news- 
paper representative, will move its 
New York office to the Graybar Bldg. 
Jan. 29. 


| 


Sampling for Linit 
Corn Products Refining Company is 
sampling two of its products, Linit 
and Kre-Mel, in St. Louis, Kansas 
City, Missouri, and Milwaukee. 


Thordarson to Fensholt 


The Thordarson Electric Manutfac- 
turing Company, Chicago, has ap- 
pointed the Fensholt Company, Chi- 
cago, to direct its advertising. 


3,396,309 
100% 
VOLUNTARY 
PROSPECTS 


of which 1,626,203 
are adults. The 
balance are young 


women. 

The only effective 

| and _ economical 
system for covering the Home Economics 

field thoroughly. 


HOME MAKERS EDUCATIONAL SERVICE 
. Gerald B. Wadsworth, Director 
Freeport New York 


““TRANSCO” 


Electrical Transcriptions 


The ideal solution for 


‘*‘SPOT” ADVERTISERS 


® Wide variety of na- 
tionally known radio 
artists available in 
series of 13 to 78 pro- 
grams each. 


@Write or phone for 
titles, prices, ete. 


Auditions cheerfully given. 


GEORGE H. FIELD, Inc. 
444 Madison Avenue 
New York City 


Eldorado 5-1716 


Representing 
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PHOTOGRAPHIC 
Mm REVIEW OF THE 
WEEK 


TELLS STORY OF CHANGES IN ADVERTISING 
~ HOW DODGE ADVERTISED IN 1927) 
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“Wow Long can they sell such a car in these times for so little 


HOW DODGE ADVERTISED IN 1933 
money?” say car buyers, as Dodge Show-Down 


THOUSANDS RUSH DODGES 495 


TO BUY BIG NEW 
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tising Methods," which graphically portrays the changing trend in 
advertising during recent years. 


Paul Ressinger. An electric light bulb illuminates the lettering every 
30 seconds. 


WAS 48-SHEET OUTDOOR DISPLAY USED BEFORE FALL OF 19297 


Leslie G. Smith, Standard Oil Company (Ohio) submits this photograph of a 48-sheet outdoor display 
used in 1929 as evidence the Zip “spread,” recently shown on this page, was not the first of its type, 
See Mr. Smith's letter on page 4 of this issue. 


VINEGAR DECANTER 


MAKES A SPEECH; GETS A CAKE 


Attractive new container for cider 


vinegar developed by Owens-llli- 
nois Glass Company for Waples- 
Platter Company, Ft. Worth, Tex. 


Bruce B. Brewer, vice-president, Ferry-Hanly Advertising Company, 

was presented with this birthday cake at the Jan. 8 meeting of 

Advertising Club of Kansas City, Mo., at which he spoke, when 

members discovered that it was his birthday. Karl Koerper, presi- 
dent of the club, is looking on. 
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Reported from 
TRIBUNE, Jan. 12 


Newspapers of Jan. || carried 

news of Charles Mack's death in 

an auto accident, and Feibleman's- 

Sears, New Orleans, published this 

timely copy in ieoal papers the 
next day. 


Photograph by Raphael G. Wolff, Chicago, which is typical of thos 
used in the anion campaign of Welch's grape juice. H. W- Kast 
& Sons Company is the agency. 
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